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Rough Proofs 


Buying power is at its peak, the 
economists say, but you couldn't 
prove it by the people who are keep- 
ing their eyes on the stock market. 


7:3. @ 


Advertising for Palm Beach suits 
in 1938 will include training of sales- 
men. Judging by 1937, the weather 
pureau’s training has been success- 
fully completed. 


, F 


If movie theaters continue to re- 
frigerate their customers so _ thor- 
oughly, Palm Beach ought to work 
out a combination deal for summer 
suits and fur coats. 


oe 


Lou Gehrig says in a magazine ad 
that Williams shaving cream wilts 
down his tough old whiskers, but 
maybe Lou really intended to say 
Colgate’s. 

vgv¥eeg’ 


Lou Gehrig isn’t the only advertis- 
ing endorser who is frequently absent- 
minded in recalling the names of 
some of his professed favorites. 
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The perfect program maker is em- 
ployed by the National Publishers 
Association, whose two-day conven- 
tion included one session of business 
and three sessions of golf. 


7 F F 


A survey by the Pittsburgh Press 
indicates that drinking is a strictly 
urban pastime. But the informed ob- 
server is inclined to suspect that this 
refers exclusively to drinking under 
commercial auspices. 
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Believe it or not, the 50 per cent 
sales increase scored during the past 
year for Philip Morris cigarettes was 
without benefit of a single puzzle 
contest. 
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Jantzen bathing-suits for 19388 will 
feature a mystery design. The mys- 
tery will probably be how to make 
em any smaller and still have some- 
thing to show. 
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Of course, the idea of the makers 
of Jantzen and other modern swim 
Suits is that it’s the bathing-girl who 
has something to show. 


vvey 
The combination of the Voice of 
Experience broadcasting for Lydia 


E. Pinkham seems calculated to take 


care of most of the troubles of the 
complaining sex. 
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Miss America of 1937 is a smart 
Bal. She left Atlantic City while her 
bublicity was still good. 


7 


Poko it looks as if Boston should 
rePresent the National League in 
© World Series. 


Copy Cus. 


FAA TO STRESS 
CONTRIBUTIONS 
TO. WELL-BEING 


Strong Public Relations Pro- 
gram Is Adopted 


(Pictures on Page 45) 

Syracuse, Sept. 15.—Unanimously 
agreed that the building of a better 
understanding of banking’s contri- 
butions to the social and economic 
welfare of the nation is the most 
urgent problem facing them _  to- 
day, the Financial Advertisers Asso- 
ciation, meeting here this week for 
its 22nd annual convention, deter- 
mined to proceed with a construc- 
tive public relations program in 
which advertising is destined to play 
a stellar role. 


Neal New President 


The public relations theme was 
the dominant role of the meeting, 
the largest since 1929, permeating 
both the broad general sessions as 
well as the score of specialized de- 
partmentals. And in all quarters ad- 
vertising was hailed as the prac- 
tical least common denominator 
which, intelligently applied, would 
assist financial institutions in bridg- 
ing the gan that has.developed be- 
tween their actual operations and 
the many misconceived notions the 
masses have regarding banks and 
bankers. 

Thomas J. Kiphart, Fifth Third 
Union Trust Company, Cincinnati, 

(Continued on Page 44) 


Radio Music 
Cost Raised 
$ 1,500,000 


New York, Sept. 16.—Independent 
radio network affiliated stations 
have agreed to increase by $1,500,000 
the amount paid to radio musicians 
in 1938, following a two-day confer- 
ence here last week. 

Other developments of this con- 
ference as well as a directors’ session 
of the National Association of Broad- 
casters included appointment of a 
committee by the independents to de- 
termine a fair allocation of the in- 
creased budget and a call for a gen- 
eral convention here Oct. 12 by 
the NAB. 


“Czar” Question Emerges 


Emerging as a side issue to the 
original purposes of these sessions 
was the question of appointment of 
a “czar” for the radio industry. This 
official would exercise authority simi- 
lar to that of Will Hays in the motion 
picture industry, and K. M. Landis in 
baseball. 

(Continued on Page 44) 
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Retail Mintmums 


NEW PRESIDENT 


W. H. Neal, vice-president, Wachovia 
Bank & Trust Co., Winston-Salem, N. C., 
who was elected president of Financial 
Advertisers Association at its Syracuse 


convention. 


Link-Belt Will 
Give Machinery 
Story to Public 


Chicago, Sept. 16.—The Link-Belt 
Company, famous for many years as 
a leading manufacturer of transmis- 
sion and conveying machinery, whose 
products are used by many other 
manufacturers of industrial equip 
ment, has launched a new kind of 
institutional advertising campaign. 

The first advertisement will appear 
in the October issue of Fortune. It 
will carry the banner in behalf of 
machinery as a contribution not only 
to industry but to the general good. 
The reasons back of the campaign 
are the attacks which have been 
made on the economic and social 

(Continued on Page 2) 


Trend of Laws 


Gives Concern 
to Publishers 


(Pictures on Page 47) 

Shawnee-on-Delaware, Pa., Sept. 15. 
—The National Publishers’ Associa- 
tion concluded a two days’ conven- 
tion here this afternoon, devoting 
most of its attention to the trend of 
legislative and regulatory’ enact- 
ments by state and national govern- 
ments affecting business in general 
and advertising and publishing in 
particular. 

William B. Warner, McCall Cor- 
poration, was re-elected president; 
Walter D. Fuller, Curtis Publishing 
Company, and Mason Britton, Mc- 
Graw-Hill Publishing Company, vice- 
presidents; Arthur S. Moore, Hearst 
Magazines, treasurer; and Francis L. 
Wurzburg, Conde Nast Publications, 
secretary. 

Directors chosen for three years 
were R. E. Berlin, Hearst Magazines; 
Fred Bohen, Meredith Publishing 
Company; Guy L. Harrington, Mac- 
fadden Publications; James F. Bar- 
ton, American Legion Magazine; E., 
H. Ahrens, Ahrens Publishing Com- 
pany; P. E. Ward, Farm Journal, 
Howard Moore, Robbins Publishing 
Company, was elected a director for 
two years to fill an unexpired term. 
“Légisiative affairs were reported 
on by Mr. Fuller as chairmae of thé 
general legislative committee, and 
E. H. McHugh, Hearst Magazines, as 
chairman of the advertising legisla- 
tive committee. They reviewed pro- 
posed food, drug and cosmetics leg- 
islation, and the work which was 
done at the last session of Congress 
to insure clarification of language 
regarding deceptive advertising to 
avoid working hardship on advertis- 
ers and publishers, as well as elimi- 
nation of provisions for injunctions 
to prevent the circulation of publi- 
cations containing advertising that 
might be questioned under the pro- 
posed laws. 


(Continued on Page 41) 


Last Minute News Flashes 


Druggists to Fight Fair Trade “Deals” 


New York, Sept. 17.—Voicing firm opposition to combination deals, the 
New York State Pharmaceutical Association today asserted that such of- 
fers “circumvent the whole purpose of fair trade laws and actually accom- 
plish nothing for manufacturers except a temporary spurt in sales.” 


Braucher Resigns as Crowell Vice-President 


New York, Sept. 17.—Frank Braucher today resigned as vice-president 
and a director of Crowell Publishing Company, New York. 


Financial Advertisers Pick Fort Worth for 1938 
Syracuse, Sept. 17.—The 1938 convention of the Financial Advertisers 
Association will be held in Fort Worth, Tex., William H. Neal, new 
president, said today. The exact dates will be set later. 


Block Buys Hearst Interest in Pittsburgh Daily 


Pittsburgh, Sept. 17—Paul Block has bought the interest of William 
Randolph Hearst in the Pittsburgh Post-Gazette, the city’s only morning 


paper, and is now sole owner. 


Brisacher Gets Account of Sussman, Wormser 
San Francisco, Sept. 17—Sussman, Wormser & Co. today appointed 
Emil Brisacher and Staff to handle its advertising. A national campaign 


on canned foods will be enlarged and a regional campaign on coffee con- 
tinued, with newspapers and radio being used. 


Sealtest Radio Placed with McKee, Albright & Ivey 


New York, Sept. 17.—National Dairy Products Corporation has placed 
its Sealtest radio account with McKee, Albright & Ivey, New York, effect- 


ive Oct. 17, when a new half-hour program goes on the NBC Blue. 


The 


agency also handles Sealtest magazine and newspaper advertising. 


Unfrozen 


DYNAMIC PRICES 
PROMISED UNDER 
FAIR TRADE ACT 


Weco and McKesson Demon- 
Strate How It’s Done 


Chicago, Sept. 16.—That retail 
prices of nationally advertised prod- 
ucts need not be “frozen” under the 
Tydings-Miller Act was demonstrated 
yesterday when Weco Products Com- 
pany, Chicago, announced a _ dea) 
with McKesson & Robbins, Bridge 
port, Conn., under which Dr. West 
tooth brushes will be sold in com- 
bination with Calox tooth powder at 
59 cents. 

The minimum price on each of 
these products as filed by each indi- 
vidual company is 50 cents, the con 
sumer thus being offered a $1 value 
for 59 cents. 

This combination deal evoked im- 
mediate competitive response, John- 
son & Johnson, New Brunswick, N. J., 
notifying retailers that Tek tooth 
brushes, on which a minimum price 
of 39°venis had been established, muy 
be sold two for 51 cents for a limited 
time. , 

Under the contracts issued direct 
to retailers by Weco Products Com- 
pany, the combination price with Ca- 
lox tooth powder runs from Sept. 
15 to Dec. 15 and must be ended ab- 
solutely on that date. 


Deal to Be Advertised 


National advertising will feature 
the combination sale. Most of the 
magazine copy will be placed by the 
Dr. West agency, J. Walter Thomp- 
son Company, while considerable 
newspaper space will be handled by 
Brown & Tarcher, Inc., New York, 
the McKesson & Robbins agency. 
Radio will also be used. 

Adjustment of prices in this way 
under the national fair trade act 
seems to open up new vistas which 
will appeal strongly to manufactur- 
ers in other fields as well as the 
drug. The National Association of 
Retail Grocers, however, remains 
somewhat pessimistic as to the prob- 
ability of many manufacturers in 
that field establishing minimum re- 
sale prices under the Tydings-Mille: 
Act. 

J. Kenneth Laird, vice-president 
in charge of advertising for Weco 
Products Company, believes that the 
combination deal will meet with the 
approval of the National Fair Trade 
Board just formed in the drug field, 
since retailers get almost the 33% 
per cent regarded as the ideal in 
that industry. The Fair Trade Board 
met last Friday in Washington to 
organize and perfect a procedure 
and is scheduled to hold another 
meeting Friday, Sept. 17, also in 
Washington, where it will probably 
establish headquarters. 

Mr. Laird views “deals” of various 
kinds essential if the drama and 
adventure of merchandising are to 
be retained. The only change under 
the fair trade act is that responsi- 
bility for price adjustments on 
branded products has been shifted 
from the shoulders of the retailer te 
those of the manufacturer. 

“Nothing could be more dangerous 
to the volume of both retailer and 
manufacturer than static prices,” Mr. 
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AJIVERTISING AGE 


‘ Pa » Gree eS eae 


September 20, 1937 


Laird told ADVERTISING AcE. “When 
the public knows that a certain prod- 
uct is going to be sold at the same 
price today, tomorrow and every 
day, that public cannot be expected 
to rush into the stores in great num- 
bers to buy that product. It is go- 
ing to be cool. 

“Retailers realize this fact and 
they are going to plan exciting sales 
involving highly attractive prices, 
even if the merchandise itself must 
be unknown to a large part of the 
public. An enterprising druggist 
will offer 10-cent powder puffs for 
two cents to get the public to come 
into his store and expose itself to 
the temptation to buy other articles 
at more appropriate prices. 

“This throws a responsibility ontc 
the owners of trade-marked goods 
They, too, must help to dramatize 
the retail struggle with occasional 
offerings which whet the public appe 
tite and help create traffic for their 
dealers.” 

The Weco deal is being made avail- 
able to all druggists, chain and inde- 
pendent, on the same terms through- 
out the nation. In Mr. Laird’s 
opinion, some of the merchandising 
events of the future, arranged by 
manufacturers in co-operation or 
otherwise, may be staged on a sec- 
tional basis. Within that section, of 
course, the deal must be offered to 
all druggists. 

The fact that Weco Products Com- 
pany also manufactures tooth paste 
made it appear strange to some out- 
side observers that it would tie up 
with the tooth powder of another 
manufacturer. 

Mr. Laird said on this score that 
the public is divided largely into two 
camps: users of paste or powder. 
They may shift from one brand to 
another within the two main divi- 
sions, he believes, but they seldom 
cross over to the rival army. Hence, 
in working for the moment with a 
manufacturer of powder, a product 
which Weco does not make, the com- 
pany is to some extent appealing to 
a new audience. 


LINK-BELT WILL 
TELL MACHINERY 
STORY 10 PUBLIC 


(Continued from Page 1) 


values of more efficient producing 
equipment, especially as a factor in 
unemployment. 

Few machinery makers advertise 
to the public, and hence the challenge 
to the industry has gone largely un: 
answered, except in the industrial 
press. Now Link-Belt is undertaking 
to show through its advertising copy 
that only by having industry prop 
erly equipped to make more and 
cheaper goods can the public expect 
to enjoy a constantly rising standard 
of living. 


Tells of Battle 


The headline of the first page in 
the Fortune series is headed, “After 
all, is machinery a good thing?” 

“One thing sure,” the copy con- 
tinues, “the world of today wasn’t 
made by hand—it was made by ma- 
chinery. If we had fought this thing 
out just with our hands, the apes 
would have licked us long ago. 

“In the beginning the only animal 
in the jungle who had sense enough 
to seize and to use the materials and 
forces around him, was Man. And 
with this slight edge he has turned 
the rest of them into meat for his 
table, leather for his feet, and cir- 
cuses for his amusement. 

“It pays to think! It pays to in- 
vent! It pays to seek the newer and 
better way. Don’t ever do anything 
with your own two hands that you 
can do better with your brain! 

“We hear a lot these days about 
the evils of mechanization. Some say 
machines throw people out of work, 
that, because of them, millions are 
unemployed, that we are being 
ground to death by the Frankenstein 


S-h-h-h-h.. 


The Secret’s Out! 


Here is the right answer to the first cartoon in 


The 


Minneapolis 


Star’s latest cartoon’ contest. 


Contestants supplying the best answers for the 
empty conversation balloons will receive tickets 
and round trip expenses for two people to the 
Minnesota-Notre Dame and the Minnesota-Nebraska 


football games. 


WHO LEADS IN HOME 
DELIVERY IN || OUT OF 13 
7  USAROS IN 
MINNEAPOLIS > 


Of course, it’s The Minneapolis Star . 


the newspaper with the largest evening 


circulation in the Northwest. 


The final 


entries were posted last night. and the 
winners will be announced at a later date. 
. Wateh for it! 


DEFENDS MACHINERY'S POSITION 


after all... 


NE THING SURE, the world 
0 of today wasn't made by hand 
... it was made by machinery. 
If we had fought this thing out just with 


our hands, the apes would have licked us long ago. 


' 
— 


In the beginning the only animal in the jungle who 
had sense enough to seize and to use the materials and 
forces around him was Man. And with this one slight 
edge he has turned the rest of them into meat for his table, 
leather for his feet, and circuses for his amusement. 


It PAYS to think! It pays to invent! It pays to seek the 

newer and better way! Don't ever do anything with your 

own two hands that you can do better with your BRAIN! 
. . 7 


We hear a lot these days about the evils of hanizati 


IS MACHINERY A GOOD THING 


taught him how to drill a thousand holes 
right, in lest time than it used to take him 
to drill one hole wrong . . . and to get more 
money for it. 

“But how about the men that these drill-presses displace!” 
Don’t say “displace” . . . say “promote.” Machinery has 
lifted these men into better jobs. They themselves will tell 
you so. They'll go even further . . . they'll tell you that, 
before machinery, anybody who would have dared to 
suggest a shorter day, a shorter hour week, and a bigger 
wage, would have been plain crazy. 

The fact is that machinery has at last made it possible 
for the forgotten man to begin thinking in terms of day- 
light and fresh air and sunshine and LEISURE. 

Is of is mot that a bad thing’ 

Without machinery, there could be no volume. Without 
volume, things would cost more and they wouldn't be 


Some say machines throw people out of work . . . that, 
because of machines, millions are unemployed . .. that we 
are being ground to death by the Frankenstein monster of 
steel which we, ourselves have built. 

If this is true, then we ought to get out our sledge ham- 
mers and smash all this machinery to pieces. 

But before we wreck it, let's look at the facts . . . is or is 
not machinery a good thing? 

The job of machinery is to end drudgery, and it's mak- 
ing headway ... particularly here in America where there 
is less backache than anywhere else in the world. If you 
doubt it, just take a trip to Europe. Machinery does not 
enslave . . . it emancipates! It doesn't empty pockets and 
stomachs and hearts . . . it fills them! 

It releases women from soapsuds and washtubs and 
makes better h » sisters, daug! wives and 
mothers out of them. It has lifted the farmer off a horse 
and put him on a tractor. And, as for the shopman, it has 


+, 


hing like as good. Without better goods for tess money, 
only the favored few could have modern homes and live 
modern, full-lunged lives. 

This means that without better goods for less money 
there could be no mass markets ... meaning no mass 
employment . . . meaning PERMANENT DEPRESSION! 
Would we like to see THAT happen? 

. . > 
No... machinery is NOT a bad thing! It is the best of 
man-made GOOD things! 

We are on our way ... marching onward and upward 
to the music of whirring wheels. And LINK-BELT is 
furnishing its share of the music. 

In most machinery, today, LINK-BELT engineering 
and LINK-BELT manufacturing are playing an increas- 
ingly vital and important part. 


LINK-BELT COMPANY 
The Leading Manufacturer of Equipment for 
Handling Materials and Transmitting Power 
INDIANAPOLIS © PHILADELPHIA. © CHICAGO «¢ ATLANTA 
SAM FRANCISCO «© TORONTO 


banner 


This copy will lead off a new series by Link-Belt Company, which takes up the 
to defend machinery against attacks 
unemployment. 


charging responsibility for 


monster of steel which we, ourselves, 
have built. 

“If this is true, then we ought to 
get out our sledge hammers and 
smash all this machinery to pieces. 

“But before we wreck it, let’s look 
at the facts—is or is not machinery 
a good thing? 

“The job of machinery is to end 
drudgery, and it’s making headway, 
particularly here in America where 
there is less backache than anywhere 
else in the worl If you doubt it, 
just take a trip th Europe. Machin- 
ery does not enslave—it emanci- 
pates! It doesn’t empty pockets and 
stomachs and hearts—it fills them! 

“It releases women from soapsuds 
and washtubs and makes better 
sweethearts, sisters, daughters, wives 
and mothers out of them. It has 
lifted the farmer off a horse and put 
him on a tractor. And, as for the 
shopman, it has taught him how to 
drill a thousand holes right in less 
time than it used to take him to drill 
one hole wrong—and to get more 
money for it. 


Story from Labor 


“But how about the men these 
drill-presses displace? Don’t say ‘dis- 
place,’ say ‘promote.’ Machinery has 
lifted these men into better jobs. 
They themselves will tell you so. 
They'll go even further—they’ll tell 
you that, before machinery, anybody 
who would have dared to suggest a 
shorter day, a shorter hour week 
and a bigger wage, would have been 
plain crazy.” 

Julius Holl, advertising manager 
of Link-Belt for the past 20 years, 
said that the advertising copy would 
contain little or no sales promotion 
of Link-Belt products, but will be 
devoted to preaching the doctrine 
that modern machinery has made a 
better and more prosperous America. 
Both makers and users of industrial 
equipment are expected to react 
favorably to the campaign. 

Link-Belt, which is having the best 
year in its history, with sales not far 
under a $30,000,000 annual rate, is 
one of the largest industrial adver- 
tisers in the country. No figures are 
given out on advertising expendit- 
tures, but they are estimated at close 
to $500,000 for 1937. Link-Belt’s 
regular industrial campaign appears 
in more than 100 business and trade 
publications. 


Blustein Names Reiss 


David Blustein & Bros., Inc., New 
York, buyer of raw furs, has ap- 
pointed Reiss Advertising, Inc., New 
York, to direct its advertising. 
sides consumer copy, a trade paper 


and direct mail campaign, reaching 
fur trappers, has been launched. 


Be- | 


Cincinnati U. Offers 


Advertising Courses 


The evening college of commerce 
and engineering, University of Cin- 
cinnati, will offer a certificate course 
in advertising, beginning Sept. 27. 

Glenn Corbett, advertising man- 


ager, Crosley Radio Corporation; 
Sells Stites, Keelor & Stites Com- 
pany; M. B. Sheridan, president, 


Sheridan Advertising Agency; and 
Fred Meyers, Cincinnati Process En- 
graving Company, are among _ in- 
structors for the courses. 


Baker Extract to 
Schedule Spot Radio 


Baker Extract Company, Spring- 
field, Mass., has placed a separate ra- 
dio account for spot. broadcasts. 
WNAC, Boston; WGY, Schenectady; 
WHAM, Rochester, and WFBL, Syra- 
cuse, will be used. 

Wm. B. Remington Advertising 
Agency, Springfield, is the agency, 
with Galen Snow as account execu- 
tive. 


Printers to Exhibit 

New York Employing Printers As- 
sociation, Inc., will hold its third 
annual exhibition of design and pro- 
duction in printing at the Astor 
Hotel, New York, Nov. 1 to 3. Entries 
are limited to manufacturing print- 
ers who are active members of the 
association. Awards will be given 
to outstanding exhibits. 


Philip Collinge | 
Leaves Curtis 


After 47 Years 


Philadelphia. Sept. 15.— Philip g. 


Collins, vice-president and treasurer, | 


Curtis Publishing Company, is retir. 
ing from active business Oct. 1 after 
having been connected with the com. 
pany for 47 years. 

He will be succeeded as treasurer 
by Cary W. Bok, son of the late Ed. 
ward Bok, famous as editor of the 
Ladies’ Home Journal for many 
years. The position of vice-president 
which Mr. Collins is vacating will not 
be filled immediately. 


Mr. Collins was a pioneer in maga. § 


zine work, especially in the circula- 
tion field. While a reporter on the 


Philadelphia Public Ledger, he ap. W® 
proached the late Cyrus H. K. Curtis, 9 


founder of the company, with the 


suggestion that he would like to sel] 


subscriptions to the Ladies’ Home 


Journal on a cash commission basis, 7 


Mr. Curtis liked the idea and started 
the youngster to work. 


First Circulation Chief 
He did so well that two years later, 


in 1892, a circulation department was | 
established by the company, with Mr. ~ 
This was said to | 


Collins in charge. 
be the first circulation department 


activity organized by any periodical | 


publisher in America. 
Mr. 


Collins was made treasurer 7 
and general business manager of th* © 


company in 1916, and in 1927 was ~ 


given the title of vice-president and 
treasurer. 
main a member of the board of di- 
rectors. 

His associates in the company are 
giving him a testimonial dinner Sept. 
24. His only plans for the future, 
he told ADVERTISING AGF, are to “‘keep 
busy.” 


Jam Handy Expands; 
Appoints Gayman 


Jam Handy Picture Service, Inc., 
Detroit, has leased additional operat- 
ing space in Detroit and New York. 


The new Detroit address, 1745 East | 


Grand blvd., contains two sound- 
proof pre-view rooms, a studio and a 
vault for film storage. 

The company has appointed Wen- 
deli P. Gayman to coordinate its 
market research activities. Mr. Gay- 
man was formerly on the market re- 
search staff of Kroger Food Founda- 
tion and Kroger Grocery & Baking 
Company, Cincinnati. 


Duart Back on Air 


“The Passing Parade,” network 
show of the Duart Sales Company, 
Ltd., San Francisco, returned to the 
air Sept. 12, released through the Mu- 
tual Broadcasting System and orig: 
inating in the Mutual-Don Lee sta- 
tion KFRC, San Francisco. It adver- 


tises Duart cosmetic products, Creme | 


of Milk face creme and_ lipstick. 
Howard E. Williams, Advertising, 
San Francisco, is the agency. 


1938 will reward 
PRACTICAL BUILDER 
advertisers 


77.62% of PRACTICAL 


BUILDER readers select, 
recommend or cooperate in 
selecting heating equipment 
when they build on contract. 


*Survey will be sent upon request. 
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Do YOU realize this: 


That the Metropolitan circula- 
tion is the only circulation in 
the world, newspaper or mag- 
azine, single or group, that can 
throw a million-and-a-half of 
its circulation out of the window 
and still have the greatest cir- 
culation in the world?! 


9 000,000* if you add its seven 
alternate papers! 


7,000,000 it you don't! 


Millions ahead of all media in 


the world, at the first figure... 
and millions ahead of all media 
but one, and still nearly a mil- 
lion ahead of that one, at the 
second figure! 


Baltimore SUN @ Boston GLOBE e Bulfalo TIMES e Cleveland PLAIN DEALER 
Chicago TRIBUNE e@ Detroit NEWS e New York NEWS e Pittsburgh PRESS 
Philadelphia INQUIRER e St. Louis GLOBE-DEMOCRAT e Washington STAR 


THE LARGEST CIRCULATION IN THE WORLD -FROM J TO MORE THAN Q MILLION FAMILIES* 


And, mind you!...not circula- 
tions sprawling in the deserts of 
depopulated mileage, but cir- 
culations clicking with a cov- 
erage intensity that embraces 
Almost Every Other Family in 
the richest and most unified 
sales areas in the United States. 


All you get in the Metropolitan 
Group is just that Twenty-State 
Northeastern section of the 
country where 60% of all Amer- 
ica lives and 67% of all Amer- 
ica’s retail goods are sold. 


Other media with millions less 
in circulation can give you 
more square miles in territory, 
but the Metropolitan Group is 


not selling real estate, it is sell- 
ing PEOPLE! | 


Put your product story in the Group which 


every other mother’s son and daughter reads! 


* with additional or alternate papers 
Gravure 


oe eekly 


Color 


Additional or alternate papers 
Metropolitan Boston HERALD e Buffalo COURIER-EXPRESS 

Sunday Chicago TIMES © Detroit FREE PRESS @ New York 
HERALD TRIBUNE e@ S: Louis POST-DISPATCH 
Washington POST 


Newspapers, Inc. 


New York «+ Chicago 
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G. M. Dealers. 
Hold Telephone 


Convention 


Chicago, Sept. 15—A Bell telephone 
hook-up covering 30,000 miles and 
costing $7,500 brought 475 dealers of 
General Motors Corporation at the 
Drake Hotel today into communion 
with 8,000 others in 51 cities. All 
heard officials of the company speak 
optimistically of prospects for the fu- 
ture. The speakers included Alfred 
P. Sloan, Jr., chairman; William S. 
Knudsen, president, and Richard H. 
Grant, vice-president. 

The meeting, held to co-ordinate ac- 
tivities of all dealers of all divisions, 


was dedicated to the G. M. dealer 
council, created three years ago to 
give the dealer body a place in the 
councils of the huge automotive or- 
ganization. 

Mr. Grant promised the dealers 
that adequate stocks would be avail- 
able in the future when announce- 
ments of new models are made, and 
at all other times, barring extraordi- 
nary developments. 


Agency for Bunte 
Bunte Brothers, Chicago, candy 
manufacturer, has appointed Homer 
McKee, Inc., Chicago, as advertising 
counsel. 


NAAN Chooses Capital 


National Advertising Agency Net- 
work will hold its 1938 convention 
in Washington, D. C. 


Rintoul Joins Katz 


Stephen R. Rintoul, formerly presi- 
dent, Rintoul-Steipock, Inc., and sta- 
tion relations manager, World 
Broadcasting System, Inc., New 
York, has joined the New York office 
of E. Katz Special Advertising 
Agency. 


Thompson to Chicago 


Don Thompson, formerly dramatic 
productions manager of Station 
WHO, Des Moines, has joined the 
dramatic productions department of 
the National Broadcasting Company, 
Chicago. 


Harris to Ramsey 
Paul H. Harris, formerly with Al- 
bert Kircher Advertising Agency. 
Chicago, has joined The L. W. Ram- 
sey Company, Chicago, as copy chief. 


CONSUMER VIEW 
WILL BE AIRED 


the New York City board of educa- 
tion, spoke on “Need of Personality 
in Business,” the Advertising Women 
of New York, Inc., announced a full 
program of activities in which spe- 
cial attention will be given to con- 
sumer opinion and to presentation of 


the business viewpoint of current 
BY N Y WOMEN consumer problems. 
. ” In order to bring the membership 


of the club into contact with as large 
a number of consumers as possible 


Club Plans Broad Program On a contact committee has been estab 


Customer Contacts 


New York, Sept. 15.— Opening its 
fall season yesterday with a luncheon 
meeting at which Miss Jane Keeler, 
teacher and lecturer associated with 


REACH THE 


vounc WOMA 


IT’S WISER TO SELL ENTIRE 
RATHER THAN 


AGRA SNARE NSA DRE ELEN SCTE MORE ERE TE 8 LOE NELLA LE LMLLOELELE LE GOOLE EE! PIE 


= 


AS WELL AS THE 


younc MAN 


Ewing Galloway 


INDIVIDUALS 


AMILIES 


lished under the chairmanship of 
Mrs. Anna Steese Richardson, asso- 
ciate editor, Woman’s Home Com. 
panion, and under which special 
committees will co-ordinate activities 
with leading women’s clubs in the 
metropolitan area. 


Forums on Program 


In a series of monthly meetings, 
to be held under the direction of Miss 
Elsie Stark, director of home eco- 
nomics, The Best Foods, Inc., adver- 
tisers and consumers will discuss 
“Does the Consumer Get What She 
Pays For?” and it is expected that 
these forums will be repeated at spe 
cial meetings of women’s clubs and 
other consumer organizations. 

Other “consumer” activities will in- 
elude radio broadcasts in which 
prominent women in various fields 
of business will participate, and 
study and discussion of legislative 
sontrol of advertising and its effects 
ipon advertisers and consumers. 

The club will conduct its 9th an- 
nual course in “advertising for 
women,” with sessions, to be held in 
the club room of the New York Times 
Annex, to start Oct. 18 with an ad- 
dress by Mrs. Richardson. As chair- 
man of the educational committee, 
Katharine Clayberger, associate edi- 
tor, Woman’s Home Companion, will 
be responsible for the course. 


Committee Heads Named 


A full roster of committee chair- 
men has been chosen, with Mrs. Ruth 
Ricks, financial secretary, Beekman 
Street Hospital, in eharge of radio; 
Alberta Bennett, publicity depart- 
ment, Hotel Biltmore, in charge 
of the speakers’ committee; Helen 
Kintsing, National Biscuit Company, 
employment; Mrs. Gertrude Hogan, 
promotion manager, Botany Worsted 
Mills, luncheons; Mrs. Dorothy An- 
derson, treasurer, Merrill Anderson 
Company, membership; 

Bernice Ormerod, Esmond Blanket 
Mills, mutual fund; Annie Green, sec- 
retary-treasurer, Kalkhoff Press, Inc., 
printing; Mrs. Blanche Witherspoon, 
secretary, Metropolitan Opera Guild, 
Inc., programs; Wilma Soss, Inter- 
national Silk Guild, public relations; 

Mary Ellison, New York Times, 
publicity; May E. O’Connor, execu- 
tive secretary, Sackett Service, Inc., 
dinners; and Marie Fleming, for- 
merly with Banbury Art, Inc., attend- 
ance. “Advertising Women,” the 
club’s monthly bulletin, will be 
edited by Helen Slator. Helen Ames, 
Du Pont Style News, has been ap- 
pointed club historian. This year’s 
president is Mrs. Louise Warff 
Rogers, president, Adco, Inc. 

The regular schedule of two 
jluncheon meetings and one dinner 
meeting a month will be maintained, 
it was said. 


Today, the purchases of young, 
progressive families are more 
a partnership matter than ever 
before. So many things—a 
new car, rug or refrigerator, a 
heating device, insurance or 
countless other items large and 
small, must be sold to both the 
husband and the wite before 
the deal can be closed. 

Advertising that reaches both 
members, therefore, does a 
complete job. And advertising 


in The Sun accomplishes ex- 
actly that. The Sun is foremost 
in contacting New York's sub- 
stantial homes and the men 
and women in them. 


The Sun is bought principally 
by men (79°) on their way 
home from work. They read it 
enroute and then carry it home 
where the women and all 
others in the family can read it 
too. Numerous checks of trains 
and newsstands and house-to- 


house surveys in good residen- 
tial communities throughout 
New York prove this. 


To be certain that your New 
York advertising does an effec- 
tive job, use The Sun to reach 
the wives along with the hus- 
bands in the market's buying 
homes—to sell entire families 
rather than individuals. 


The =B&A- Sun 


NEW YORK 


“Arm Chair 
Control” for Copy 


Ads that tune in 
easily — hard to 
write—easy to read 
—25-Word Copy— 
in tempo with the 
times. 


THE 25-WORD MAN 


Box 1178, c/o Advertising Age 
Ten 25-word Ads for $75 
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LOLA Clark Pearson's many tasty recipes 


are daily 

treats on thousands of Southwestern farm tables! Her ex. 
" Pert advice is a watchword in the kitchens. But the culi- 
“4 nary arts by no means limit the scope of her activities. 
a Mrs. Pearson, Home Department editor of The Farmer- 
Ac, Stockman, assumes an active leadership in every phase of 
= home-making. 
= She is nationally known in women's club circles. 
a: Among her many activities, she was Parliamentarian, Tulsa 
aad Council, General Federation of Women's Clubs; Vice-presi- 
an dent, National League of American Pen Women; and One 
ao of the few Oklahoma women listed in Who's Who. Mrs. 
nei 4 i, eal Pearson has taken an active part in Organizing local farm 
age 3 women’s clubs. She also has been selected as one of the 
nea. 
inter 


two best informed women on tural life in the Southwest. 


Mrs. 


Pearson has surrounded hersel 


F with an enthusiastic 
following of Southwestern farm wome 


n. Through her club 


work and writings, she has shown them the way to a richer, 


fuller life 


a life comparable in its comforts and con. 


veniences to that enjoyed in the city. 
With the highest cash value wheat 


Naturally, 
crop since 1929 harvested, and harvest. 


her department in The Farmer- 


Stockman is 
read and re-read twice each month i 
ing of the best cotton crop since 1933 


n more than 230,000 
Southwestern farm homes. Much of this reader interest re- 
under way, Southwestern farm women 


flects in the Purchase of 
have money to spend. For the 


Products advertised in The 
next six 


Farmer-Stockman. Command your share of the sales to 
months theyll offer a ne Southwestern farm women. Tell them about your products 
market for all kinds of modern con- through the Paper they prefer... The Farmer-Stockman, 
veniences, household appliances, 


clothing, furniture, luxuries, ete, 
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General Tire 


toEstablish 
Retail Chain 


Akron, O., Sept. 16.—General Tire 
& Rubber Company plans soon to 
enter the retail automotive acces- 
sories field with establishment of a 
chain of co-operative auto supply 
stores which will be independently 
owned but operated under General’s 
supervision. 

The program calls for establish- 
ment of General Tire and Auto Sup- 
ply Stores in communities ranging 
from 5,000 to 25,000 population and 
to stock such stores with upwards 


of 2,400 items of auto and household 
accessories, radios and radio acces- 
sories, 

The new GTAS stores, while stock- 
ing General tires and tubes, will not 
market motor fuels or lubricants and 
will not have service station facili- 
ties. In this respect, they will differ 
from the co-operative and company- 
owned stores of other major tire 
manutacturers, principally Goodyear, 
Goodrich and Firestone, which are 
in the main complete service stations 
with elaborate facilities. 


Smith Advanced 


Ralph B. Smith has been appointed 
editor of Business Week, New York. 
He was one of the original editorial 
staff. Louis H. Engle will succeed 
him as managing editor. 


Peasback Promoted 

Raymond F. Peasback has been 
named director of advertising and 
sales promotion of the agricultural 
division of National Oil Products 
Company, Harrison, N. J. He will 
continue to carry on similar duties 
for Vitex Laboratories, Inc., a sub- 
sidiary. 


Towler Joins “Look” 


Eugene D. Towler has joined the 
Eastern advertising staff of Look. 
He was formerly with National Geo- 
graphic Magazine, Curtis Publishing 
Company and Graybar Electric Com- 
pany, New York. 


Winter Heads Radio 


Norman Winter has been appointed 
to head the radio department of 


September Lineage of Canadian Magazines 


1937 1936-————_ 

Pages Lines Pages Lines 

Canadian Homes and Gardens....... 137.94 425,502 432.51 7*21,848 
Canadian Home Journal............- 34.02 23,819 36.11 25,282 
Canadian Magazine ............+++- 14.80 10,362 15.78 11,048 
DD (2. cu cuuvebebes nee deke ds 31.91 22,343 27.46 19,223 
tMacLean’s Magazine ............-. 36.67 25,672 40.31 28,220 
DE pics cwcceucesasaedebnsneeer 49.59 33,330 43.83 29,454 
National Home Monthly............ 25.86 18,103 20.01 14,012 
bt Ta a eae ee 192.85 133,629 183.50 127,239 


Total group 


+Not included in total for comparative purposes. 


*August and September issues 


combined in 1936. 


tSemi-monthly, both issues included. 


Bachenheimer, Dundes & Frank, Inc., 


New York. He was formerly adver- 
tising manager of Atlas Radio Cor- 


poration, New York. 


6 Magazines of 


e 
a ee 


WALL ST, 


Bake an y issue, from Monday to Saturday, 


and you'll find in The Wall Street Journal a 


daily average of 35 news stories about the 


activities of "FIRMS THAT ADVERTISE.” 


fair and true business news, diluted by no per- 


sonals, gossip or chit chat, is printed for the 


concentrated attention of 100,000 busy men. 


the mornimmm 
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the MONEY MAKERS 


Canada Report 
Gain of 5.02% 


Chicago, Sept. 16.—Six Canadian 
magazines registered a total lineage 
gain of 5.02 per cent for September, 
1937, over the total for the same 
month last year, according to figures 
reported by the publishers today to 
ADVERTISING AGE. 

Five monthly magazines and one 
semi-monthly magazine are _ repre- 
sented in this group. Three of these 
publications reported individual 
gains, with an equal number experi- 
encing declines. 

The September total for the six 
was 133,629 lines, a gain of 6,390 
lines or 5.02 per cent over the 127,239 
lines for the same month last year. 

Lineage for Canadian Homes and 
Gardens magazine is also listed, al- 
though excluded from the totals for 
comparative purposes inasmuch as 
the August and September issues of 
this publication were combined in 
1936. Figures for the individual 
magazines as well as page totals are 
shown in the accompanying table. 


Krancer to Miami 


Herbert Krancer has been ap- 
pointed publisher of the Miami Trib- 
une, relinquishing the management 
of Radio Guide, Screen Guide and 
Official Detective Stories. Saul Plaum 
has become advertising director of 
the Guide Group, with headquarters 
in New York. 


Calvert Advances Bear 


Calvert Distillers Corporation has 
named James H. Bear, Cincinnati, 
as field supervisor of all states in 
the monopoly state division. Mr. 
Bear, formerly field supervisor for 
Calvert in Ohio, will work in New 
York under direction of James A. 
Hool, states division manager. 


Hotel to Rosette 


Hotel Taft, New York, has ap- 
pointed Rosette Advertising Corpora- 
tion, New York, to handle its ac- 
count. George A. Rosette is account 
executive. 


Tucker in New Post 


Stephen Tucker has joined Stewart 


Simmons Advertising Company. 
Watertown, Ia. He has been with 
Charles E. Vautrain Associates, 


-Holyoke, Mass., since 1933. 


FOUR OF ’EM, in 
fact. We can show you copies 
of nifty Newscolor broad- 
sides (printed in 4 colors on 
newsprint) which we -have 
produced for four national 
manufacturers of paint prod- 
ucts. Sent speedily at your 
request. 


EXCLUSIVE PRODUCT OF. 


SHOPPING NEWS| 


CLEVELAND. OHIO 
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3 NE of the great stations of the great NBC Blue Network, WENR wields tremen- 
. & dous sales influence in the country’s No. 2 market. This advantage in Chicago itself 


extends to the prosperous towns and rural districts, where WENR’s direct purchasing 
power makes itself felt for many of the country’s leadingyadvertisers. WENR is a 50,000- 


watt station . . . equipped with every modern radio facility for doing a thorough selling 


— —_ 
ee ee ree 


1 
é‘ ADVERTISER PROGRAM PROGRAM 
; Acme White Lead & Color Works ‘Smilin’ Ed McConnell” *Miles Laboratories, Inc. “National Barn Dance” 
*American Can Company ‘Ben Bernie & all the Lads” | *Pacific Coast Borax Company “Death Valley Days” 
> ei American Home Products Corp. Pepperell Manufacturing Co. “Dr. Karl Reiland” 
—Anacin “Easy Aces” “Pontiac Motors “Pontiac Varsity Show’”’ 
Brown & WilliamsonTobaccoCo. “Tommy Dorsey’s Orchestra” | #procter & Gamble—Ivory Soap “The O’Neills” 
*Campana Sales Co.—Italian Balm ‘““Campana’s Variety Fair” 4 — *—Oxydol “Ma Perkins” 
: Elizabeth Arden “Eddy Duchin *—Camay “Pepper Young’s Family” 
. and His Orchestra’’ *_Chi “The Road of Life” 
; *Emerson Drug Compan “Sidney Skolsky— a are rita 
id ied Y 4 *—Crisco “Vic & Sade” 
Hollywood News” ; 

' *General Foods Corporation *-Ivory Soap “The Gospel Singer”’ 
—Huskies “Believe It Or Not= *—Ivory Flakes “Life of Mary Marlin” 
: Robert Ripley” Radio Corporation of America ‘“‘The Magic Key of RCA” 
—Log Cabin Syrup “Jack Haley & Variety Show’’| Sachs, Morris B. ‘“‘M. B. Sachs Amateur Hour’”’ 
; “General Motors Corporation “General Motors Concert” | Sherwin-Williams Company ‘Metropolitan Opera 

Griffin Manufacturing Co., Inc. “Time to Shine” — Auditions of the Air’’ 
an Grove Laboratories, Inc. “Gen. Hugh §, Johnson” —_| *Standard Brands, Inc.—Bakers ‘“‘WernerJanssen’s Orchestra” 
Horlick’s Malted Milk Corp. ‘*‘Lum and Abner” Swift & Company “Junior Nurse Corps” 

*Household Finance Corporation “Edgar Guest—It can bedone”’ | Warner Company, Wm.R. ‘Warden Lawes—20,000 

Jergens-Woodbury Sales Corp. | Years in Sing Sing” 
t —Woodbury Soap “Tyrone Power”’ Wasey Products “Carson Robison & 
1 - —Jergens Lotion “Walter Winchell” His Buckaroos”’ 
Lambert Pharmacal Company ‘Grand Central Station” Welch Grape Juice Company ‘‘Irene Rich” 
; *Lamont Corliss & Company ‘Husbands and Wives” Zenith Radio Corporation ‘‘Zenith Foundation” 


*NBC programs broa by Station WLS which uses same transmitter and frequency as WENR 


“When in Doubt...Follow the Leaders” 
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Texas Dailies 
Buy Stock in 
Newsprint Mill 


Galveston, Sept. 14.—Vigorous ob- 
jection to a proposed special session 
of the Texas Legislature for the pur- 
pose of levying more taxes, approval 
of a plan for advertising Texas to the 
world, discussion of dental advertis- 
ing, against which the last legislature 
passed a bill which was vetoed by 
Gov. James V. Allred, and selection 
of Fort Worth for the annual con- 
vention in February, 1938, marked 
the mid-summer convention of the 
Texas Newspaper Publishers Associa- 


tion, held here Sept. 10-11. 

The convention went on record as 
approving plans for the proposed 
newsprint paper mill to be construct- 
ed at Lufkin, and members subscribed 
to $250,000 of the stock. Ted Dealey, 
of the Dallas News, has been active 
in this work. 

Plans for Mill 


Cost of the mill will be $6,250,000, 
of which more than 80 per cent has 
already been subscribed. When com- 
pleted it will have an annual pro- 
duction of 50,000 tons of newsprint 
and 40,000 tons of kraft. 

In addition to being the first paper 
mul in the South, it will be the first 
to make use of short-leaf pine timber 
for paper making, of which more 
than 2,750,000 acres are available in 
the vicinity of Lufkin. 


“Advertising Day” for 
Chicago Kiwanis Club 


The Chicago Kiwanis Club will 
stage an “Advertising Day” in the 
Hotel Sherman Sept. 23, featuring in- 
dividual exhibits, displays, souvenirs 
or literature describing their own 
businesses. 

Walter J. Daily, vice-president, 
Manz Corporation, Chicago, will ad- 
dress the club on “Advertising and 
Sales.” 


Appoint McCann-Erickson 


The Buenos Aires office of McCann- 
Erickson has been appointed by Dit- 
levsen & Cia., Ltd., Argentine distrib- 
utors for Studebaker, to handle 
Argentine advertising for that motor 
car, effective with announcement of 
1938 models. 


Bacardi to Gumbinner 


Lawrence C. Gumbinner Advertis- 
ing Agency, New York, has been ap- 
pointed to handle Bacardi Rum, sole 
U. S. agency for which is Schenley 
Import Corporation. A campaign, 
considerably larger than last year’s 
will be launched soon in newspapers 
of major cities and in national mag- 
azines. The themes will be “Make 
Mine with Bacardi,” an attempt to 
discourage illegal substitution and 
extension of the use of Bacardi to 
drinks other than Bacardi cocktails. 


Buys Out Heller 


A. T. Edwards, formerly secretary 
and treasurer of Heller-Edwards 
Typography, Inc., New York, has pur- 
chased the interest of David R. Hel- 
ler, and is now operating as A. T. 
Edwards Typography, Inc. 


Herein we ‘net’ a few market facts... 


iss diurnal lepidoptera (butterflies) across 
sunny fields is a gay and pleasant pastime .. . In 


fact, it’s jolly recreation for some people. . . . 


Butnotmany Americans havea yen for that sort 


of thing. Most of us like something easier. Some- 


thing a little more thrilling. More entertaining. 


Take the young women who regularly buy 


Faweett magazines, for example. They go in for 


romance, adventure, when they relax and enjoy 


themselves. They pay their cash at newsstands 


month after month for a package of thrills that 


modern publishing enterprise has made possible 


for them. Nowhere else can they find so easy and 


economical an 


“escape” from daily humdrum. 


These women are typical of the purchasing 


agents for 90% of all goods sold today. They are 


the mass market. Sell them through the glam- 


orous, appealing pages of Fawcett Women’s 


*Publisher’s estimates, first 6 months, 1937. 


NEW YORK 


Group. Tell your advertising story to an audience 


of 2,424,}65* whose members are young (average 
age 25.5 years), married (56.7% of them) and have 


families of 3.89 persons each. Can any advertiser 


afford to let this sales-and-profit opportunity slip 


through his net now that every-day America is 
back on its feet, earning and spending with cus- 


tomary form? 


And, in addition to the above readers, don’t 
forget the 4,000,000 PLUS in secondary circula- 
tion through 7,800 better beauty parlors in 


which an average of 21 women per day read 4 


Fawcett magazines each month! This PLUS costs 


you not an extra penny and it “ups” the coupon 


action and sales curve for every product that’s 


Fawcett-advertised! 


A Faweett representative is within reach of 


your telephone. Get in touch with him. 


The magazines with the human touch 


Screen Book-Screen Play...Motion Picture-Movie Classic ... Hollywood 


Movie Story Magazine ...Romantic Magazine ...True Confessions 


FAWCETT PUBLICATIONS, 


CHICAGO + LOS ANGELES 


. SAN 


INC. 
FRANCISCO . 


ATLANTA 


FAWCETT WOMEN’S GROUP 


° DETROIT 


NEW RULES CUT 
COMMERCIALS IN 
CANADA 10 107% 


Ottawa, Sept. 13.—Advertising con- 
tent of all Canadian radio programs 
is cut to a maximum of 10 per cent 
under new regulations of the Cana. 
dian Broadcasting Corporation pro- 
mulgated today by General Manager 
Gladstone Murray. The old regula- 
tion set 5 per cent as the maximum, 
but permission could be obtained 
from the corporation to increase it 
and the rule was considered inef- 
fective. 

The new regulations ban liquor ad- 
vertising on the air except in the 
province of Quebec; discussions of 
birth control; fortune-tellers, false 
news and false advertising. Changes 
also are made in rules governing 
news broadcasts. The regulations are 
effective Nov. 1. 

Also, banned are actual proceedings 
at any trial in a Canadian court and 
abusive comment on any race, re 
ligion or creed and programs in 
which questions are answered or 
problems solved, except where the 
continuity has the written approval 
of a representative of the corporation. 
Broadcasts dealing with venereal dis- 
eases, or other subjects relating to 
public health, which the corporation 
may from time to time designate, are 
prohibited unless they are presented 
in a manner and at a time approved 
by the general manager. 


Will Study Scripts 


Food as well as drug scripts must 
be submitted to the Department of 
Pensions and National Health for ap- 
proval at least two weeks before the 
broadcast. Testimonials shall be re- 
garded as constituting part of the ad- 
vertising content of the program. 

Not only is the advertising content 
to be held to 10 per cent of any pro- 
gram period, but the corporation may 
give instructions in writing to a sta- 
tion to cut its daily advertising con- 
tent when in its opinion too much 
time is being devoted to it. The cor- 
poration is also empowered to direct 
any station to alter the quality or 
nature of its advertising broadcasts. 

Permission must be obtained from 
the corporation to use any mechani- 
cal reproduction of a program be- 
tween 7:30 p. m. and 11 p. m. unless 
such reproduction is merely ineci- 
dental. However, stations may ob 
tain permission from the corporation 
to continue until the end of the year 
unexpired contracts for the use of 
transcribed program. 

Specific regulations prohibit broad- 
casting the prices of goods or serv- 
ices. Broadcasts may not advertise 
any act or thing prohibited by law; 
any insurance corporation not regis- 
tered to do business in Canada; 
bonds, shares or other securities or 
mining or oil properties or royalties 
or other interests in mining or oil 


(Continued on Page 41) 


Complete Broadcast: 
ing Facilities Wired 
and Transcribed 


TRANSAMERICAN BROADCASTING 
AND TELEVISION CORP. 


JOHN L. CLARK, PRESIDENT 


NEW YORK HOLLYWOOD 

521 Fifth Ave. 5833 Fernweod 

MUrray Hill Avenue 
6-2370 HOllywood 5315 


CHICAGO 
333 N. Michigan Ave. 
STate 0366 
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The Menu that Best Satisfies this Region’s 


oO 


© The enduring, unquenchable curiosity of human nature has KLZ’s news menu today is the most complete and best bal- 
made the gathering and dissemination of news one of the — anced in the Denver-Rocky Mountain region, yet it is merely 


world’s biggest businesses . . . and one of radio’s top-ranking _—_a portion of the complete program fare whose aggregate attrac- 


ae tiveness has enticed the majority of this region’s listeners to its 
A prime factor in KLZ’s quick climb to top audience favor table. | 

in the Denver - Rocky Mountain region has been its superior If you have an advertising dish to set before the Denver-Rocky 

ability to satisfy this market's huge appetite for news. Mountain region, the place where it will get the most attention 


is on a KLZ menu. 
From 32 years of brilliant newspaper publishing experience, 


KLZ two years ago took the success formula for its crack news 


e ° ° . Pte 
setvice .. . began delivering four times a day a package of fresh, WY) D, 
accurate local, national and world news that attracted immediate YIVVLY 
and widespread attention. National Representative — E. Katz Special Advertising Agency 


_ MANAGEMENT AFFILIATED WITH WKY. OKLAHOMA CITY AND THE OKLAHOMA PUBLISHING CO. 
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SERVICE SELLER 


~A FP SPIC-SPAN's SPEEDY SERVICE 


\) and Firestone 


\ill” © TIRES © BATTERIES © SPARK PLUGS 


Firestone Tire & Rubber Company is 

co-operating in an extensive newspaper 

campaign on the West Coast in conjunc- 
tion with Union Oil Company. 


BANKERS HELD 
IN LOW ESTEEM, 
SURVEY SHOWS 


Syracuse, Sept. 15.—A_ practical 
guide to advertising appeals for 
banking institutions was presented 
today before the Financial Advertis- 
ers Association by Dr. H. W. Hep- 
ner, Syracuse University, who re- 
vealed the reactions of typical resi- 
dents of Syracuse to the words 
“banks” and “bankers.” The sur- 
vey, Dr. Hepner said, made a short 
time before the convention opened, 
emphasized that the advertiser must 
fit his advertising theme into the 
established thought-trends of the 
readers; otherwise the message is 
wasted. 

One hundred Syracuse adults were 
interviewed by the “free association” 
method, with interviewers asking 
them to tell verbally or set down in 
writing any ideas or thoughts that 
crop up when “banks” and “bank- 
ers” are mentioned. Subjects were 
urged not to try to arrange their 
thoughts, but simply to say imme- 
diately what occurred to them. The 
interviewers found 54 per cent of 
the answers favorable, 26 per cent 
unfavorable, and 20 per cent mixed. 

“If these percentages are repre- 
sentative for this or other communi- 
ties,” Dr. Hepner commented, “the 
financial advertiser has a_ greater 
problem than he has realized.  Al- 
though the percentages in themselves 
are not significant because of the 
small number of persons _inter- 
viewed, the thoughts that came to 
light are significant.” 

The adverse comments, stressed 
by Dr. Hepner because “advertising 
appeals must utilize established 


ae 


SA 


thought-channels,” revealed that 
banks and bankers are associated 
with “expensive homes and snappy 
cars”; “influential and unscrupu- 
lous”; “big, fat, ardent golfer, large 
mansion, country home, many but- 
lers and servants”; “big salaries and 
little work”; “unnecessary legal ad- 
vice and exhorbitant service 
charges”; “Shylock”; “allow deposi- 
tors to shoulder losses when they 
occur’; “unreasonably low inter- 
est”; “no chance for promotion”; 
“bloated aristocrats’; “drive a hard 
bargain and show no mercy when 
one is down on his back”; “personal 
friendship with them no asset”; 
“officials are stiff, domineering and 
extremely provoked when asked for 
simple favors”; “selfish and _ shal- 


low”; “own too much real estate 
and charge too high rentals.” 

In urging the financial men to 
harness established thought-channels 
as basic advertising appeals, Dr. 
Hepner remarked that if bankers 
could “socialize” their banking, their 
problems would be solved, for the 
New Deal has made the American 
public conscious of its aims to run 
America for the benefit of the lower 
income half of the population. 


Interested in Welfare 


“Once the great majority of voters 
learn to think of bankers as inter- 
ested in their welfare,” he declared, 
“only then will the financial adver- 
tiser’s appeals and technique become 
effective with the masses.” 


RCA Dealers to 


Get Movie Shorts 


The RCA Mfg. Company, Camden, 
has released 24 movie shorts for use 
by dealers in promotion for the new 
RCA-Victor radio. The films will 
feature such developments as the 
automatic tuner, the armchair tun- 
ing device and the overseas dial. 

Alexander Film Company and Tad 
Screen Advertising, Inc., prepared 
the series. 


Marshall Appointed 


W. L. Marshall, formerly advertis- 
ing manager of RCA-Victor, Camden, 
N. J., has been appointed advertising 
manager of Mohawk Carpet Mills, 
Inc., New York. He succeeds E. 
Gerry Tuttle, who resigned Sept. 1. 


——. 


“Sun-Telegraph” to 
Hearst Organization 

National representation of the 
Pittsburgh Sun-Telegraph, evening 
and Sunday newspaper, has beep 
shifted to Hearst Internationa) 
Advertising Service. The change wag 
effective Sept. 10. 

While Hearst has long published 
the Sun-Telegraph, representation 
was in the hands of Paul Block ¢@ 
Associates. 


Offer New Art Service 


A new advertising art service. 
Lane Studios, has been established 
at 424 Madison avenue, New York. 
Eugene Cole, formerly with Batten, 
Barton, Durstine & Osborn, Inc., New 
York, is in charge of production. 


Rural . Feta 
: t eman 
- Sountey Gen 


consistently in 
: vung Post and 
ushing 
> ctl 


ailers k 
s ee 


Country : 
Families. 
eee 
Eve- . 
ublications to 


(ontrol 


Poni CS Rte 


rank front and center 
in today’s profit opportunity _ 


OF RURAL 


lication. 


Through their own experience, advertisers 
have learned that Country Gentleman families 
rank front and center in today’s profit oppor- 


tunity. 


They are, in every sense, Control Families— 
families who control the land, livestock, build- 
ings and equipment in their communities. The 
6,500,000 men, women and children in more than 
1,600,000 Country Gentleman homes constitute 


AO reach, influence and sell the Control 
Families of Rural America, manufac- 
on jturers advertise more extensively in 

ountry Gentleman than in any other rural pub- 


tell you that Country Gentleman readers are pre- 

ferred customers. (See opposite page. ) 
Authoritative studies show that rural dealers’ 

average orders are larger. Their credit is better. 


Returned goods are fewer and cost of handling 


orders is lower. These studies also show that 
high-profit rural sales outlets compare in number 
and in profit with high-profit city sales outlets. 


Certainly rural outlets—and their customers— 


in themselves a tremendous market, but their im- 
portance extends beyond their own purchases. 


For, because of their standing, they control the 
buying habits of their neighbors. Town by town 
throughout the United States, rural retailers will 


ey scene, Harrisonburg, Va., Popu- 


lation, 


ede. 


Authoritative satellites 


show 
that re el country stores rank in num- 
ber and in profit with high-profit city stores. 


accounting for 40 per cent of all retail business, 
belong front and center in your selling plans. 
Country Gentleman, first in this market, should 
be close to first in your advertising plans. Country 
Gentleman, Philadelphia, Pa. 


ms. 
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Hormel Tests 
Spam, Utility 
Meat Product 


Minneapolis, Sept. 16.—A test cam- 
paign for Spam, new utility meat 
product developed by the George A. 
Hormel Co., Austin, Minn., has been 
launched through the Minneapolis 
office of Batten, Barton, Durstine & 
Osborn, Inc. 

Built on the theme that Spam is 
an ideal meat preparation for every 
type of home and picnic meal, the 
campaign is being staged in eight 
Minnesota newspapers, the Minne- 


apolis Tribune, Journal and Star, 
Rochester Post-Bulletin, St. Paul 
Daily News and Dispatch and Pio- 
neer Press and the Brainerd Dispatch. 

Color pages are being used in the 
Tribune, and the other papers are 
carrying black and white insertions. 
Special displays for grocery stores 
and meat markets also have been 
prepared. 

After results have been checked in 
the three Minnesota areas, other 
media and territories will be entered 
on behalf of the pork product. 


Elizabeth Lally Advanced 
Mrs. Elizabeth H. Lally has been 
named advertising manager of Wana- 
maker’s, Philadelphia. She was for- 
merly in the copy department, 


DISPLAY FIELD 
TO C0-OPERATE 
IN REGULATION 


St. Louis, Sept. 16.—Control of ad- 
vertising is to be extended to display 
of the merchandise, if plans de- 
veloped by the International Asso- 
ciation of Display Men are accepted 
by other organizations in the field. 
The association has appointed a 
Consumers’ Protection Committee to 


function in cities where display men 


are banded together in local clubs, 


and has created an emblem to be 
displayed in store windows of stores 
subscribing to the principles of 
IADM. 


Reaching Local Dealer 


John Doran, Garrison-Wagner 
Printing Company, St. Louis, has 
been named chairman of the Con- 
sumers’ Protection Committee. 
While the committee hopes to func- 
tion through local committees, it 
will also extend use of its new em- 
blem to members of other organi- 
zations, though the shield remains 
the property of the display men and 
use is revocable by the committee. 

“After other media reject objec- 


a 


(Right) 


Some of our best customers—“We 
have examined Country Gentleman’s list of 
subscribers through the Loveland Post 


CONSUMER 
PROTECTION 


Shield developed by International Asso- 
ciation of Display Men. 


tionable copy,” Mr. Doran explained, 
“the advertiser can install window 
displays using the same ideas which 


(Below) 


Do business with many 


of them—“I have looked over 
the list of Country Gentleman 
subscribers out of the Woodstock 
Post Office. I think it is a good 
representative list of townspeo- 
e and farmers in this vicinity. 
Ve do business with a great 
many of them and would like to 
sell to more of them.’”’— D. Myer- 
berg, Wender’s Department Store, 
Woodstock, Va. 


Office and find them, in most cases, the back- 
ers and builders of this locality. They are 
some of our best customers, and we are 
pleased that they have your magazine and 
oa are sold some of our products through its 
‘ pages.” —H. W. Graese, Graese & Sons Im- 
—— Co., McCormick-Deering Dealers, 


veland, Colorado. 


have been turned down. Laws, 
codes and regulations are unable to 
reach such advertisers, particularly 
when they are of the local variety, 
owning the property in which the 
display is made. 

“Who, then, can control this class? 
In our opinion, the consumer should 
be the arbiter. Place in his hands 
a means of eliminating objectionable 
displays and you will get results. 

“The IADM proposes this emblem 
.of consumer protection to be made 
available at cost to advertisers by 
various media organizations, but to 
remain the copyrighted property of 
the IADM, which places no restric- 
tions on its use by any honest ad- 
vertiser. 

“If the significance of such an em- 
blem were understood by the con- 
sumer, it would prove an effective 
weapon with which to curtail efforts 
of dishonest advertisers and protect 
those who endeavor to keep their 
copy within the bounds of truth and 
good taste.” 

The code adopted by the display 
organization bans: 

“1. Window display advertising 
which is indecent, repulsive, sugges- 
tive, or offensive, either in text or 
illustration. 

“2. Misrepresentation of mer- 
chandise and prices in any manner. 

“3. Placement of signs, show- 
cards or price cards in or near un- 
related merchandise. 

“4. Financial window display ad- 
vertising which is fraudulent or 
highly speculative, or promises pros- 
pect of unreasonably large profits. 

“5. Medical window display ad- 
vertising which makes_ curative 
claims not justified by facts or gen- 
eral experience. 

“6. Window display advertising 
of medicines or appliances which in 
themselves are harmless, but the 
continued use of which encourages 
the sufferer to postpone medical 
treatment for diseases or physical 
conditions of a serious nature.” 


(Below) 


Represents better class 
of farm homes—“I have ex- 
amined your Country Gentleman 
subscription list as mailed through 
the Watseka Post Office. I find 
that it represents the better class 
of farm homes, people who appre- 
ciate quality merchandise. There 
are many of our customers on your 
list.” —Glenn F. Williams, Man- 
ager, Star Cash Grocery, Wat- 
seka, Ill. 


(Above) 


Finds large number of best cus- 


tomers—“TI have looked over the list of 
your Country Gentleman subscribers here in 
Norwich. I find a surprisingly large number 
of my best customers are on this list. I have 
been in the drug business here for forty years 
and know the people here in Norwich. I 
would say that on the whole your list is a 
very select one, and I am amazed at the num- 
ber of subscribers you have in this town.” — 
Burton E. Reynolds, Pharmacist, Nor- 
wich, N. Y. 


(Below) 


Should produce results for advertisers—“Families on your list 
have purchased eight new cars, three new trucks and five used cars from us 
during the last year or year and a half. In the balance of the list there are at 
least 25 good prospects for new and used automobiles and trucks. I certainly 
feel that any publication going to as representative a list should produce 
results for the advertiser.’ —Howard L. Paige, Paige’s Garage, Oldsmobile- 
Chevrolet Dealer, Amherst, Mass. 


Profits are higher in the 
Country Gentleman Market 
because: 


Whaley to Penney 


Harvey Whaley has been named 
advertising and display manager of 
J. C. Penney Company, Savannah, 
Ga. 


pores 
ee aA . 
a OE x ad 


1. Prices—and people—are more stable. 2. Volume 
per sale is greater—overhead lower. 3. Competition 
is cleaner; there are fewer high-pressure “deals.” 
4. Good rural stores buy in larger quantities than 
most city stores. 5. The CONTROL FAMILIES influence 
all the other rural families and in themselves rep- 
= resent the most profitable class of trade. 


FACTS FOR 
SPACE BUYERS 


FIVE AND A HALF 
CONSECUTIVE YEARS 
OF “BONUS” 
CIRCULATION T0 
ADVERTISERS! 


Ask for the FACTS! 


SCREENLAND 
UNIT 


45 West 45th St., New York City 


Which part of Rural America 
‘ do you know best? 

’ If you want the word of retailers on Country 
Gentleman’s CONTROL FAMILIES from some particu- 


lar section which you know well, write Country 
Gentleman and ask for it. 
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CouNTRY GENTLEMAN 


FIRST with thh CONTROL FAMILIES of Rural America 
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Just How Important Is Price? 


In discussing “How to Get the 
Order,” Harry Simmons, whose new 
book was reviewed in the September 
13 issue of ADVERTSING AGE, expresses 
his disapproval of selling methods 
which emphasize price. 

“The salesman who sells, or the 
customer who buys, by price alone,” 
declared Mr. Simmons, “is very 
much in the position of the ruler 
who lives by the sword alone—he 
usually perishes the same way.” 

Price selling belongs in the past, 
the author declares, and should be 
buried with the depression. 

Both those who sell and those 
who advertise will agree with Mr. 
Simmons that price alone is not a 
good measure of the value of a prod- 
uct, but it is well not to assume 
that price is unimportant either in 
selling or advertising. Price coupled 
with quality and service should rep- 
resent an attractive value, and the 
product should be presented in that 
way. It should be offered not merely 
as a low-price product, but rather 
as one which at the price represents 
an exceptional value. 

Most of the current discussions of 
successful merchandising relate to 
price, price discrimination and price 
maintenance. Consequently it is evi- 
dent that price is a fundamental ele- 
ment, which is of primary impor- 
tance in every marketing situation. 


It is important to the buyer and 
hence it is important to the sales- 
man. It is so important that the 


advertising which omits it may have 
left out the one thing the prospective 
purchaser would have been most in- 
terested in knowing about. 
Proponents of Mr. Simmons’ point 
of view will no doubt defend his posi- 
tion by suggesting that the salesman 
of a specialty, such as the author 
may have had in mind, should be 


able to present the value of his prod- 
uct so successfully that price, in the 
mind of the prospective purchaser, 
will become relatively unimportant. 
It is true that this can be done, and 
yet shrewd buyers, whether they are 
purchasing for personal or business 
use, have both price limitations and 
price competition in mind. 

When Mr. Ford makes a car which 
sells at the lowest price in the field, 
he creates sales possibilities which 


would not exist at a higher price 
level. And no matter how success- 
fully the advantages of the Ford, 


Chevrolet or Plymouth cars might be 
exploited to the public through ad- 
vertising and salesmanship, higher 
prices would automatically exclude 
a large part of the market now avail- 
able. 

In prosperous times, such as these, 
with consumer purchasing capacity 
at a peak, many individual buyers 
are less concerned with price than 
ordinarily, but they are still inter- 
ested in values. They may be step- 
ping up the price limit for the sake 
of getting increased quality, and so 
they must be shown that the product 
offers the values suggested by the 
higher price. But they cannot afford 
not to be conscious of price as it re- 
lates to the values offered. 

Department stores emphasize 
price, and the successful ones also 
sell quality and value. Some of the 
public can afford to buy quality, and 
other portions—perhaps the largest 

must always be price-conscious. 
The merchandiser who is’ seeking 
volume sales cannot neglect putting 
value into his product, but he must 
make it available at a price which 
at the moment is attractive to buy- 
ers. Even the specialty product of 
known quality must look like a good 
buy at the price. 


Advertising for Peace 


Current news pictures taken in 
Shanghai would make excellent il- 
lustrations for the advertising of 


World Peaceways, Inc., now appear- 
ing in many magazines. The wanton 
destruction of the lives of innocent 
inhabitants of the city, pictured in 
all the stark reality which these 
photographs possess, is a terrific in- 
dictment of war. 

No one needs to be convinced of 
its horrors, nor that the cost of war 
in human lives and’ suffering is tre- 
mendous. No American would will- 
ingly go to war, and yet many Ameri- 
cans would refuse to say that the 
country should never engage in wat. 
“There was a good 


never war 


nor 


a bad peace” is a widely quoted 
declaration, and yet America would 
not exist today if patriots of every 
generation had not been willing to 
risk their lives for the sake of their 
country. 

In a dominated, as far as 
the making of war and the mainte- 
nance of peace are concerned, by 
dictatorships, and in which democ- 
racies which plan to maintain them- 
selves must be prepared for 
defense, it would be unfortunate if 
hatred of war, as an_ institution, 
should weaken the determination that 
America is never to permit her citi- 
zens to die those of 
have died. 


world 


as 


Shanghai 


self- 


CONSUMER INFORMATION TAKES NEW TACK 


The Progressive Grocer. 


"| just bake mine over a slow oven for 32 miles." 


Ad-libbing 


Where Are the Nudes? 

We’re surprised. 

Hearing so much talk about all the 
nudes in advertising, we assumed 
that there were a lot of nudes in ad- 
vertising. 

But the other afternoon, while 
cooling off from the 90 degree heat 
with a little diathermy, we found 
ourselves idling through the ads in 
the September Woman's Home Com- 
panion, And suddenly we realized 
that we weren’t seeing any nudes, so 
we went at it in earnest, scrutinizing 
every piece of copy in that 112-page 
issue. And here’s what we found: 


One innocuous bathtub-girl picture | 


in a Cashmere Bouquet ad. 

A fair (from the nude standpoint) 
shower scene for Woodbury soap. 

Unexciting (also from the nude 
standpoint) corseted figures in Spen- 
cer, Perfolastic and Kleinert’s ads. 

And that was all, not counting 
those adorable little nudes who ¢a- 
vort around in Johnson & Johnson 
baby powder ads, and a couple of line 
drawings of men bathing in a Kohler 
product. 


Where are all these advertising 
nudes we've been hearing about? Or 
were we looking for them in the 
wrong place? 

Too Personal 
We're all for personalized direct 


mail, but that sort of thing can he 
carried too far, you know. 

Take the elegant blotter that came 
in the mail this morning. In digni- 
fied and mournful Old English type, 
about 36 pt., it says: “Mr. Ad-libbing, 
Its Convenient Location Makes It 
Ideal.”” Which properly intrigues our 
interest, until we glance further 
down and discover that this charm- 
ing message is from Silver Mount 
Cemetery, Tompkinsville, Staten 
Island, which is “ONLY FIVE MIN- 
UTES from all ferries and bridges!” 

Even though we’re not feeling so 
well, you can be sure we shall make 
strenuous efforts now to stay out of 
Silver Mount for a while. Not only 
that, but it seems certain that all 
the fun we used to get out of that 
grand bargain, a Staten Island ferry 
ride, is gone now. We'd always be 
seeing that playground of the dead 
“only five minutes away.” 


Uncle Sam Cuts In 


While all our friends are gasping 
about the huge prize collected by one 
of Uncle Sam’s seagoing hands in the 
Old Gold contest, all we can think 
about is the prize which Uncle Sam 
himself walked off with. And he 


yeh what? 


didn’t have to solve puzzles or buy 
Old Golds. 

Our statistical genius presents this 
picture of Uncle Sam’s “take”: 
Internal revenue collections 

on the 90,000,000 packs 

submitted along with the 

SP rer ee $5,400,000 
Postage on 15 entries each, 

sent in by 2,000,000 con- 


WORN. 6s 6004 04a 900,000 
(A little less than this, be- 
cause not all contestants 


sent entries in every week, 
but you get the idea.) 
Postage for sending tie- 
breaking series to con- 
testants, return postage 
supplied, and postage for 
sending details of win- 
ning answers and names 
of winners. to all con- 
gga a dg ee 
Income tax on $200,000 of 


30,000 


prize money (estimated) 40,000 
ER pects ae wea aed $6,370,000 
Not bad for your Uncle Sammy, 


Especially when you figure 
that, at 14 cents a pack (which is 
high), the total retail price of the 
merchandise sold as a result of the 


contest was $12,600,000. And he 
should do even better on the new 
contest. 


Manufacturing Experts 


Them’s-my-sentiments-department 
(from ““Memo-randoms,” house organ 
of O. S. Tyson & Co., in a discussion 
of prize awards for advertising): 

“Figure out how a group of ‘busi- 
ness executive’ judges in varied lines, 
most of whom have never worked in 
a machine shop and some of whom 
have never seen one, can sit around, 
or stand around, and pick the XYZ 
Tool Company advertisement which 
was prepared to run in American 
Machinist as the best advertisement. 
Do they know what the shop foreman 
likes? Do they know whether this 
advertisement appealed to the ma- 
chine tool trade? Do they know 
whether it sold XYZ tools? We 
don’t believe that advertising should 
be judged merely by its looks, any- 
way. Good-looking advertising does 
attract attention in some quarters— 
but not always. Take a peep at some 
of the daily tabloid advertising, for 
instance. It pays—but few can say 
much of it would win prizes in a 
beauty contest.” 

And take a look, too, O. S., at some 
of the mail order ads, which stand 
or fall exclusively on the direct busi- 


a 


Information 
for 
Advertisers 


The following documents may be 
secured without charge from com. 
panies sponsoring them, or through 
ADVERTISING AGE, by any national ad. 
vertiser or advertising agency execu. 
tive writing on his business letter. 
head. 


No. 1228. Survey of Users of Simn- 
plicity Magazine. 

This report, issued by Simplicity 
Pattern Company, covers a recently 
completed Starch survey of users of 
Simplicity Magazine, based on 1,002 
interviews. Interesting details are 
revealed in the microscopic inspec. 
tion of these families’ employment, 
buying power and habits, brand pref- 
erences, car and appliance ownership 
and so on. 


No. 1229. 
Catalog 


Market. 


Issued by Richmond Advertising 
Service, this catalog contains a com. 
pilation of high school newspapers 
magazines and annuals which com- 
prise the High School Authenticated 
Circulation Group, covering 32 states 
and the District of Columbia. Circu- 
lation, rate and issues per year are 
tabulated. 


1937-1938 
Jor the 


Rate and Data 
High School 


No, 1230. Coveraye and Market Data 
for WKY. 


Maps of the daytime and night- 
time listening areas, accompanied by 
tabulated market information are 
contained in this booklet issued by 
Station WKY, Oklahoma City. 


No. 1231. What Is Direct Selling? 


Specialty Salesman Magazine has 
issued this brochure, which _ sets 
forth numerous advantages of direct 
selling, lists a number of companies, 
with their products and a description 
of their accomplishments through 
direct distribution, and gives the de- 
tails of the publication’s editorial 
content and services. 


No. 1206. You Will Love Me in De- 
cember, January, February, as You 
Did in May, June, July. 


This booklet, issued by Outdoor Ad 
vertising, Inc., gives national attend- 
ance figures for movies, hotels and 
sporting events throughout the entire 
year and also contains figures on 
gasoline consumption and car regis- 
tration to prove that outdoor adver- 
tising circulation is constant through. 
out the year. 


No. 1174. Tickling a Man Where He 
Likes It. 


This brochure, issued by Fawcett 
Publications, is a reader survey of 
the Fawcett Detective Unit, giving 
data on size of families, income, age, 
home ownership and amounts spent 
for several products. 


No. 1193. The Indianapolis Radius. 


The Indianapolis News has issued 
this brochure of detailed market in- 
formation about the Indianapolis ra- 
dius. It covers data on population, 
buying power, consumer character!s- 
tics and cities and towns in the 20 
counties comprising this trading 
area. 


No. 1208. Answers to Your Questions 
About Winter Air Conditioning. 


Who is selling it? In what kind of 
homes is it being installed? What 
type of firing equipment is being 
used? What are the obstacles t? 
sales? These and other questions, for 
31 typical cities, are answered in this 
study issued by Air Conditioning 
Combined with Oil Heat. 


No. 1219. Distribution of Retail 
Sales in Towns Under 10,000 Por 
ulation. 

The series of charts contained i? 
this booklet issued by The Household 
Magazine show that more than half 
of the states have an average of 5! 
per cent of their sales in towns of 
10,000 and less. The study cover 
total retail sales, and also food store 
drug store, lumber, building, hard: 
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| THE CHRISTIAN SCIENCE MoniTor 


PUBLISHED BY THE CHRISTIAN SCIENCE PUBLISHING SOCIETY, ONE, NORWAY STREET, BOSTON, MASSACHUSETTS 


7 CHICAGO OFFICE: 333 NO. MICHIGAN AVENUE 


OTHER BRANCH OFFICES: New York, Detroit, St. Louis, Kansas City, San Francisco, Los Angeles, Seattle, Miami 


. » . London, Paris, Geneva 
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McCLURE TELLS 
OF ADVANCE IN 
CONTROL, COPY 


Changing World Trends De- 
picted to Executives 


Chicago, Sept. 14.—‘“Better adver- 
tising at the source and broader self- 
regulation mark advertising’s ad- 
vance in this changing world,” W. 
Frank McClure, executive vice-presi- 
dent, Critchfield & Co., told the Ex- 
ecutives’ Club of Chicago at a lunch- 
eon meeting in Hotel Sherman Fri- 
day. 

Pointing out the various regula- 
tory factors affecting advertising, 
Mr. McClure said that the control 
problem is paramount. 

“Like many great forces, advertis- 
ing must be controlled and is being 
controlled,” he said.“Advertising copy 
today is subjected to wide censor- 
ship. The Better Business Bureau’s 
activities, splendidly supported by 
media, The Federal Trade Commis- 
sion with its increased powers, and 
remedial legislation in many states, 
all are serving to raise the standards 
of advertising.” 


Cites Intelligence Rise 


Commenting on copy advances, 
Mr. McClure pointed out that copy- 
writers today are addressing an 
average intelligence estimated to be 
25 per cent higher than it was 25 
years ago. 

“This,” he asserted, “means better 
advertising at the source.” 

Mr. McClure also stressed the 
growing part research is playing in 
advertising’s functions. 

“In a changing world,” he said, 
“research has become an established 
principle in modern advertising. 
Most careful attention by leading ad- 
vertisers is being given to analysis 
of markets and the public’s buying 
power. 


Tells of Advances 


“More and more it is coming to be’ 
believed that a market is ‘a state of 
mind of a group of people.’ The ad- 
vertising man in reaching this mar- 
ket must accomplish on paper or by 
radio or other advertising vehicles, 
all that the personal salesman ac- 
complishes by word of mouth.” 

Advertising, he stressed, has been 
one of the greatest boons to Ameri- 
can civilization and comfort, the 
volume created by advertising mak- 
ing labor-saving machinery § and 
many of the other luxuries of life 
available even to those in moderate 
means. Advertising has raised the 
standards of living of this country 
tremendously, and despite its occa- 
sional critics, he concluded, adver- 
tising increases each year in its 
volume and beneficial effects. 


| _- —_— 


STOCK PHOTOS 


Thousands of ready-to-use illustra- 
tions, on all subjects, are available 
for your inspection. Write, wire or 
phone . 


KAUFMANN & FABRY CO. 
425 S. Wabash Avenue ° Chicago 
Telephone Harrison 3135 


106 West 43rd St.. NEW YORK. 
Phone Bryant 9-6682 


McNinch to Take Over 
FTC Post Sept. 20 


Following a conference with Pres- 
ident Roosevelt Sept. 9, Frank R. 
MecNinch, newly named chairman of 
the Federal Communications Com- 
mission, announced he would assume 
his new duties Sept. 20. 

“The President,” he added, “has 
given me a free hand to find out what 
may need correcting and to apply 
the remedy.” 


Dudley Joins Oliver 
Wilbur N. Dudley, formerly on the 
agricultural advertising staff of the 
American Steel & Wire Company, 
Cleveland, has joined the advertising 
department of Oliver Farm Equip- 
ment Sales Company, Chicago. Mr. 
Dudley will handle publicity and 
dealer publication advertising. 


Herron to Head 


Advisory Group 
of ANPA Bureau 


New York, Sept. 15.—The advisory 
committee of newspaper advertising 
managers to work with the staff of 
the Bureau of Advertising of the 
American Newspaper Publishers As- 
sociation in the United Front pro 
motion program was appointed this 
week by Edwin S. Friendly, New 
York Sun, chairman of the commit- 
tee in charge of the Bureau. 

The committee includes Col. Leroy 
W. Herron, Washington Star, chair- 
man; Irwin Maier, Milwaukee Jour- 


nal; Chesser M. Campbell, Chicagc 
Tribune; F. E. Westcott, Post-Trib- 
une, Gary, Ind., and Fred G, Pearce, 
Pennsylvania Mirror, Altoona. 

This committee will meet with Di- 
rector William A. Thomson and his 
staff to review current activities and 
help plan further promotion efforts 
under the Bureau’s aegis. 

Action on appointments of the 
Newspaper Representatives Associa- 
tions of New York and Chicago, who 
have nominated two of their mem- 
bers to the committee in charge of 
the Bureau, as part of the United 
Front project, will be taken at the 
next meeting of the board of direc- 
tors early in October. New York 
nominees are Ray H. McKinney, J. P. 
McKinney & Son, president of the 
Newspaper Representatives of New 


— 


York, and Harry D. Reynolds, Rey. 
nolds-Fitzgerald. Chicago repre 
sentatives are A. G. Ruthman, Gil. 
man, Nicoll & Ruthman, president of 
the Chicago association, and John E. 
Lutz. 


Lyndon to GOA 

Elias C, Lyndon, Southern adver. 
tising expert, has joined the Atlanta 
office of General Outdoor Advertis- 
ing Company. He has been con- 
nected with several agencies and 
more recently has been directing life 
insurance sales. 


Joins Rambeau 
G. N. Hutchinson has joined the 
Detroit office of William G. Ram- 
beau, radio representative. Mr. Hut- 
chinson has served several Cincin- 
nati stations. 
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_ AVERAGE NET PAID CIRCULATION 
APRIL THROUGH AUGUST, 1936-1937 
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“What shall 
we do about the 


New York Market? 


ou are sitting in a hotel room. The air is thick. The 
floor is littered. Everybody is tired. But the new plan for 
sales and advertising is gradually being whipped into shape. 
Somebody says: ‘‘ But what shall we do about the New 
York market?”’ Then the Great Silence falls. 


T IS no secret that New York is a tough market. Everything 
moves at the ‘‘double-quick.’’ No time for magazines. No time 


for sitting at home. They read newspapers. And newspaper costs 
run high in New York, although there is this notable exception: 
The second-largest daily in New York (which is also the second- 


Mint 


SECOND-LARGEST | 
CIRCULATION IN NEW YORK | - 
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Re-elect Volk 
President of 
Typographers 


French Lick Springs, Ind., Sept. 14. 
—_Kurt H. Volk, of Kurt H. Volk, 
Inc. New York, was re-elected presi- 
dent of Advertising Typographers of 
America at its annual meeting 
here last week. The gathering was 
well attended, manifesting interest 
of the trade in such problems as 
inducing publishers to give a dis- 
to advertisers who submit 


count 
plates. 

Dp. A. Hayes, Hayes-Lochner, Inc., 
Chicago, was elected first vice-presi- 


dent; J. A. Skelly, Skelly Typeset- 
ting Company, Cleveland, promoted 
from third to second vice-president, 
and H. J. Echele, Warwick Typogra- 
phers, St. Louis, was elected third 
vice-president. 

P. J. Frost, Frost Brothers, New 
York, was re-elected treasurer and 
Albert Abrahams, New York, was re- 
elected executive secretary. 


Two Join Caravel 


Alfred W. Kammerer and Edwin 
S. Parsons have joined Caravel 
Films, Inc., New York, as head of 
the slide film division. Both come 
from AudiVision, Inc., New York, 
where Mr. Kammerer was managing 
editor of slide film work and Mr. 
Parsons in charge of slide film pro- 
duction. 


— 


Leases Office Space; 
Adds Gayman to Staff 


Jam Handy Picture Service, Inc., 
New York, has leased space in the 
General Motors bldg. The company 
has also leased the building formerly 
occupied by Metropolitan Picture 
Company in Detroit. 

Wendell P. Gayman has _ been 
added to the staff to coordinate the 
market research activities. He was 
formerly on the market research 
staff of Kroger Food Foundation. 


Skol Names Thompson 


Skol Company, Inc., maker of Skol 
Swedish antiseptic, New York, has 
announced the appointment of J. 
Walter Thompson Company, New 
York, to handle its advertising in the 
United States and Canada. 


Postpone Opening Date 

The date for the opening session of 
the Advertising and Selling Course 
of the Advertising Club of New York 
for 1937-38 has been postponed from 
Oct. 19 to Oct. 28. The speaker for 
that evening will be Gilbert T. 
Hodges, executive board, New York 
Sun, who will talk on “How to Get 
Ahead in Advertising and Selling.” 
The meeting is called for 6:15 p. m. 
and will be held in the Engineering 


Societies Auditorium, 29 W. 39th 
street, New York. 
Named WNEW Sales Head 


Walter Duncan, for five years a 
member of the sales staff of National 
Broadcasting Company, has been ap- 
pointed director of national sales for 
Station WNEW, New York. 
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largest Sunday newspaper) has a daily milline rate of only $1.30 
compared to a rate of $2.00 as figured ona conventional list for 


New York. 


That paper is published in the convenient tabloid form — the 
form that 73% of the purchasers of New York morning papers prefer. 
Quick. Handy. Full of news and pictures. It is the Daily Mirror, 
only New York mewspaper carrying six great news services! 


New York Is A Changed Market 


Watch New Yorkers on commuting trains, in the subway, at the 
newsstands. In New York the trend is to the tabloid newspaper. 


The Daily Mirror’s increases have been phenomenal—an average 


* 59,462 more copies sold daily in the past five months compared 
with 1936, Salesmen sense such changes first. That’s why the 
men who hit the streets of New York will understand this adver- 
“sement. They know that the newspaper the people prefer is the 


one that will sell merchandise. This great newspaper is not only a 
‘ross-section of New York, but it represents a hefty chunk of the 


ri consuming public—for sale at a cost that will justify re- 
figuring on your New York plans. 


—AND JUST A NOTE ON THAT ° 
SUNDAY NEWSPAPER SITUATION— 


Bring Up for Discu 


1. Ideal for color campaign to bol 


weak New York si 
4-color gravure in 5 


no premium. 


2. Lowest 4-color 
blication in America. 


pu 


3, Circulation 1,453,550. 


i w 
Note: Mirror man 
ing on other special features. 


ssion on New Schedule: 


Sunday Mirror Magazine 


milline rate of any 


ster 
tuation. Can buy 
00-line units— 


ill address meet- 


Teaching waitresses how to serve wine 
attractively and seeking to stimulate gen- 
eral consumption of wine is part of a 
new promotion campaign by the Wine 
Institute of California. 


VET DIAGNOSIS 
IS NEW DOGGIE 
DINNER OFFER 


Terre Haute, Ind., Sept. 15.—The 
importance to canine health of a 
regular examination by a licensed 
veterinarian is uniquely utilized in 
a new campaign, launched by the 
Doggie Dinner division of the Lou- 
den Packing Company on behalf of 
ita canned product. 

The health aspect receives further 
emphasis in copy which stresses the 
fact that such annoyances as exces- 
sive shedding may be due to im- 
proper diet for the dog. This ties in 
with the advantages claimed for 
Doggie Dinner, “the dog diet that 
assures the right proportions of the 
right foods and vitamins in every 
feeding.” 

Further build-up for the “vets” is 
found in the suggestion that every 
dog owner have his pet innoculated 
against rabies. Copy stresses that 
this is the only sure way to avoid 
the deadly disease. 

Backing up its claim for Doggie 
Dinner as a balanced ration, the 
company also makes a free veteri- 
nary diagnosis offer. 

“Any unhealthy condition after 
continuous feeding of Doggie Din- 
ner,” the copy reads, “would indi- 
cate lack of proper assimilation by 
your dog, due to some organic or 
other disorder, requiring diagnosis 
by a licensed veterinarian. There 
fore, after 30-can feeding of Doggie 
Dinner, if your dog is not in appa- 
rent perfect health, send us the 30 
Doggie Dinner labels and we will 
send you an order on a nearby 
veterinarian entitling you to a free 
diagnosis of your dog’s condition.” 

McJunkin Advertising Company, 
Chicago, is the agency handling the 
campaign. 


SOUND MOTION PICTURES 


MADE TO YOUR MEASURE 


f 
—SALES TRAINING 
—PRODUCT COMPARISONS 
—PRODUCT INTRODUCTION 
—GROUP SELLING 


Commercial Sound Pictures can 
now be photographed and re- 
corded direct on l6mm. film. 
Production costs are slashed as 
much as 2/3rds. by using this 
new method, rather than pro- 
ducing on 35mm., and_ then 
making reduction |6mm. prints 
—investiqate now!!! ! 


WIRE—WRITE—PHONE 
For Full Particulars 
EMBASSY TALKING PICTURE 


PRODUCTIONS, INC. 
206 BASSO BLDG. DETROIT, MICH. 
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September 20, 1937 


Fisk, Dreher 
Re-elected by 
Insurance Men 


Briarcliff, N. Y., Sept. 14.—Arthur 
A. Fisk, advertising manager, Pru- 
dential Insurance Company of 
America, Newark, was unanimously 
chosen to succeed himself as presi- 
dent of the Insurance Advertising 
Conference at the 15th annual meet- 
ing here. Also unanimous was the 
re-election of Ray C. Dreher, adver- 
tising manager, Boston Insurance 
Company, as vice-president. 

Robert E. Brown, Jr., advertising 
manager, Aetna Casualty & Surety 


—— 


Company, Hartford, Conn., succeed- 
ed Arthur H. Reddall, advertising 
manager, Equitable Life Assurance 
Society of the U. S., New York, as 
secretary-treasurer. 

The executive committee is un- 
changed. It consists of David C. 
Gibson, director of publicity, Mary- 
land Casualty Company; C. J. Fitz- 
patrick, advertising manager, United 
States Fidelity and Guarantee Com- 
pany; Harold E. Taylor, advertising 
manager, American Insurance Com- 
pany, and W. Leslie Lewis, advertis- 
ing manager, Agricultural Insurance 
Company. 


Now Landau & Lustman 

Landau Outdoor Advertising Com- 
pany, Philadelphia, has changed ite 
name to Landau & Lustman. 


Pritchard Heads PACA 


Convention Committee 


Charles Pritchard, Bonestell & Co., 
former president of the San Fran- 
cisco Advertising Club, has been 
named head of departmental sessions 
for the 1938 Pacific Advertising Clubs 
Association convention to be held in 
Los Angeles. 


Three Name Redmond 


MacDonald Brothers & Paine, 
Marblehead, Mass., manufacturer of 
hand-turned men’s slippers and chil 
dren’s shoes, has appointed The Red. 
mond Company, Boston, to handle its 
advertising. The New England School 
of Art and The Fashion School of 
New England have also appointed 
the Redmond agency. Norman Kel- 
logg is account executive. 


SAYS CONSUMER 
IS HUNGRY FOR 
FACTUAL COPY 


Sumner Addresses Life In- 
surance Advertisers 


Briarcliff, N. Y., Sept. 14.—‘The 
consumer's increasing and insistent 
demand for real information about 


all products—their value and their 


@ These ratings, compiled by Media 
Records, indicate the advertisers’ recog- ° 
nition of the increased purchasing power 


in this market. 


penditures in this market had resulted 
in sales, advertisers would not have con- 
tinued favoring The Courier-Journal to 


the point of making it 


ing morning media in the nation... 


The Courier-Journal has advanced to 6th place in 
Display Advertising Linage among the leading 
morning newspapers of the nation. . 


KIND OF ADVERTISING Maral. 1996 | July 31,1897 
isvitiies [10°| @ 
AD VERTISI NG ] ] - zz 
ADVERTISING ] ee st 
ruts |e" | ase 
ney Tapaviging | 43"4| 15% 


. - and on Sunday ... . 


Unl dvertisi x- RETAIL th th 
stad ial ain ADVERTISING L fs 
TOTAL th th 
ADVERTISING | L@ 13 | 


one of the lead- 


... and the Facts... 


Business conditions in this market have been respon- 


sible for the increasing importance of The Courier- 


Journal as an advertising medium. Retail sales have 


continued well above 


the 1936 figure throughout 


the Summer. The latest report, for the week ending 
September 8, shows trading 15 to 25°/, above the 
comparable week of a year ago. Wholesale sales 
for this period also gained from 10 to 20°, over 


last year. Behind these increases in sales stand the 


50,000 WATTS 
820 KILOCYCLES 


gains in income. Farm incomes in this section in- 


creased more than $35,000,000 and manufacturing 


payrolls are larger today than during the boom 


period of 1929. Advertisers 


growing purchasing power in 


have responded to the 


this area, as evidenced 


by increases in sales, by swelling their advertising 


expenditures in the only media covering this respon- 


sive market . . 


THE COURIER-JOURNAL 
THE LOUISVILLE TIMES 


REPRESENTED NATIONALLY 


BY THE BRANHAM COMPANY 


* 


WHAS ° 


DWARD PETRY & COMPANY 


National Representatives 


use,” was singled out today by g 
Lynn Sumner, president of the ¢ 
Lynn Sumner Company, New York 
as one definite trend of foremosg 
importance to all advertisers. 

Speaking on “The Possibilities ang 
Future of Advertising” at the Insy,. 
ance Advertising Conference here 
he asserted that “no longer are 
empty phrases, extravagant claims 
or bludgeoning size of space suff. 
cient to sell goods. The consume, 
wants to know.” 

In this trend, Mr. Sumner saw the 
motivating force behind organizeg 
consumer groups, especially of 
women, which have been actively 
criticizing advertising. They are crit 
ical, he said, “not because all ad. 
vertising is uneconomical, nor be. 
cause they feel it adds to the cost 
of the goods, but because it too often 
does not render a service in helping 
them to understand and use 
products it promotes.” 

Mr. 


the § 


Sumner cautioned, however, 9 


against considering advertising ag : 


“all realism and no romence, atl rea- 
son and no emotion.”’ 

The truly fine copywriter, 
pointed out, is the man who can “tell 
the truth effectively and 


he . 


convine § 


ingly, and at the same time inspires } 


in the reader a desire to possess be. 
cause of what the product will do 
for her as an individual.” Withal, 


the speaker foresaw a future oppor. | 


tunity of service for advertising that 


will be greater than ever before, and f 


at the same time development of 
new techniques. 

As an indication of possible future 
change, Mr. Sumner cited the growth 
of radio advertising, which has be. 


come a major force in a few years, 4 
and the “revolutionary” change in 7 


magazines. He contended, however, 
that the picture magazines of today 


represent the “enterprising use of zt 


a new medium of illustration—the 


candid camera,” rather than a new 7 


publishing idea. 


The influence of the picture maga || 


zine upon advertising has already 
been strongly felt, and is crowding 
out the comic-strip and balloon epi- 
demic, he said. 

Mr. Sumner compared selling and 
advertising of insurance. Advertising, 
he said, has an advantage over sell- 


ing in that it has a better chance of 4 


“getting in” to the prospect. On 
the other hand, the salesman has a 
chance to secure interested atten- 
tion, once in, if he is armed with a 
knowledge of the prospect’s inter: 
ests. 

Selling life insurance rather than 
death insurance should be the goal 
of the insurance man, Mr. Sumner 
emphasized. 

“Who wants to live?” he asked. 
“Everyone who is not worried into 
suicide.” 


Life in comfort is hence the most Fy 


important appeal the insurance sales: 
man can offer, he concluded. 
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AAW YETO ITO ? 
—, —— 


“What is it for?” That question is asked even today when soap 


is offered in certain parts of Europe. Before brand-selling can — ownership . . . leaves the way wide open for the ad 


vertiser to step in and sell his brand. 


begin, the people have to be taught the very purpose of soap! 


The readers of Woman’s Home Companion are par- 
ticularly receptive to editorial discussion of household 
products. And for this very good reason... the Companion edits 
with readers — not at them. 1,568 women, acting as Reader - Editors, 


Can you imagine American women not knowing what soap is for? 
Soap or any other modern household product. . . 


Their information on such things is varied and complete. For the 
editorial pages of women’s magazines have been championing products 
for years, teaching their best uses, showing the savings they offer 
in time and effort. 


Naturally, this educational service arouses women’s desire for 


THE c 
HE CROWELL PUBLISHING COMPANY, NEW YORK . 


PUBLISHERS OF COLLIER’S . 


make monthly reports on every conceivable phase of homemaking 
—enable the Companion to give its entire audience a more helpful, 
more practical service. 

The result for advertisers is a market of 3,000,000 women who are 
Pre-Sold in every sense of the word! 


wouans bout LOM PANTO Ny 4e-sotd MonkeT 


CIRCULATION 2,981,826 
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Voice of the Advertiser 


4 This department is a reader’s forum. Letters are welcome. 


Says Agencies Fail 
in Public Relations 


To the Editor: Rarely do I find 
myself at variance with sentiments 
expressed in your editorials, but cer- 
tain statements under “Press Agen- 
try in New Fields” in the current 
issue cannot be permitted to pass 
without challenge. 

You ask, “Why don’t manufactur- 
ers with public relations problems 
consult their advertising (agency) 
executives before contracting for 
press agents’ services?” (I won't 
stop to chide you for your old-fash- 
ioned use of the term “press agent.” 
In the truest sense only an adver- 
tising agency can be a press agent. 
Think about it.) 

Let me first point out that com- 
panies that are aware of their public 
relations problems are few and far 
between, and rarer still are those 
that can meet them intelligently 
without outside professional assist- 
ance. But suppose the agency is 
called in. Well, if the agency has a 
so-called publicity department, it 
tries to meet the situation by sending 
out a few releases and then hopes 
that things will blow over. Very few 
of the agencies are prepared to do 
the kind of organized job that com- 
panies specializing in this type of 
work can do. The general run of 
agencies are in no position at all to 
be of help in this respect, and usually 
are hesitant in recommending one 
that is. 

The great mass of agencies seem 
to know so little, or care so little, as 
to be of small practical help in mat- 
ters not having a direct bearing on 
the preparation or placing of adver- 
tising copy. They appear content to 
skim on the outside of a client’s 
business, and not get too deeply into 
his problems. Advertising as prac- 
ticed by a large number of agencies 
today does nothing to encourage this 
larger relationship with the client. 

Let me cite a concrete example: 
The other day I had occasion to call 
on a company to whom we had been 
recommended. I found the head of the 
company full of problems. For two 
solid hours he kept talking about the 
problems with which the company 
was faced—problems of production, 
distribution and every phase of the 
business. Now, this man has an ad- 
vertising agency. Why did he not con- 
sult his agency? Because in the years 
that he has been discussing copy, 
media, etc., with his agency, it was 
never impressed upon him that the 
agency was willing or capable of 
helping him in any of the bigger 
problems with which he was faced. 
Whether the fault is with the agency 
system, its personnel, or what, I 
don’t pretend to know. 

Then you say, “It... assumes that 
publicity alone can cure basic ills 
inherent in unsatisfactory industrial 
and public relations and .. . disre- 
gards the necessity of establishing 
sound policies which alone can elim- 
inate the danger of labor troubles 
and unfavorable public attitudes.” 
Where have you been all these years? 
The first tenet of sound public re- 
lations, as taught to me when I first 
took up this work over a dozen years 
ago, is that it must be conceived in 
the public good and that little can 
be done for a client who is not will- 
ing to modify his policies in light of 
the best interests of the public. And 
if a company has a policy that makes 
or yields news, what is wrong with 
that? Since when is it a crime for 
a company to deport itself in a way 
to win public regard and good-will? 

You state further, “When these 
policies are right ... the company 

. has a legitimate story... which 
can best be told through advertis- 
ing.” Sometimes yes; a great many 
times no. After all, the public ap- 
proaches its reading of news and 
advertising with totally different at- 
titudes and sometimes an_ institu- 
tional story told in advertising space 
defeats the very objective toward 
which it is aimed. 

Finally, I take strong exception to 
your statement that “manufacturers 


. . have become easy prey for the 
gentlemen who claim to be able to 
employ the power of the press for 
the benefit of their clients.” Either 
you have never sold publicity service 
to hard-boiled business men, or we've 
been calling on the wrong people. I 
would have you remember that what 
Lincoln said about “fooling all of 
the people all of the time” still holdg 
true today. If industry continues to 
use publicity, as it has for lo, these 
many years, it must be because it is 
getting the desired results. 

HARRY MILLER, 
Director, Business Extension 
Service, New York. 
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Advertisers Justified 
in Seeking Publicity 

To the Editor: Risking a classifi- 
cation of “radical,” or even an “un- 
desirable,” I find it necessary to ad- 
mit that I cannot quite subscribe to 
the theory that there is no room for 
the “publicity-or-else” advocates when 
it comes to the placing of advertising, 
which was the tenor of the editorial 
in the Sept. 6 issue of ADVERTISING 
AGE. 

As one who has been engaged in 
publicity work of various forms for 
approximately 12 years, I have 
found that advertising solicitors rep- 
resenting newspapers are often in- 
clined to use as one of their forceful 
arguments news clippings that have 
previously appeared in their publica- 
tions in an effort to obtain an ad- 
vertising contract. 

It is the old story of “Well, look 
what our newspaper already has used 
for you in publicity matter. Don’t 
you think this co-operation is worth 
some of your advertising?” The im- 
plication is strong that this publicity 
will continue if the solicitor gets his 
quota of the advertising. As a mat- 
ter of fact, I have had many such 
solicitors tell me so without a bit of 
hesitancy. 

Solicitors for large, metropolitan 
newspapers, all the way down to 
small, struggling weeklies, have 
pulled this same line time and again. 
Of course, the higher-ups may not 
know anything about it—then again, 
they may. I am simply citing expe- 
riences, and I know that anyone else 
who has done publicity work will 
tell you the same thing, especially 
where such publicity men also are 
charged with the responsibility of 
placing advertising copy. 

I de not think, therefore, that pub- 
licity-seeking accounts should be 
condemned. Every publicity or al- 
vertising man naturally wants to get 
as much space as possible. If the 
publicity constitutes news, it’s worth 
a “shot.” And even if they might be 
guilty of holding the “proverbial 
club” over newspapers’ heads now 
and then, why all the commotion? 
If they don’t do it, there are plenty 
of others who will—with success, too. 

FRED J. BEtTz, 
Elizabeth, N. J. 
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Recalls Career of 
Gifted G. H. Palin 


To the Editor: Can you tell me 
the name of the man (he died, I be- 
lieve, a few years ago) who made 
his living entirely by writing slo- 
gans? 

He would go to the owner of a busi- 
ness and offer to write ten slogans 
for $200. If the business man was 
not satisfied with at least one of 
them, the writer charged nothing. 

DouGLas C. WENDELL, 

Lansford F. King, Advertising, 

Philadelphia. 

{Editor’s Note: Mr. Wendell prob- 
ably refers to G. Herb Palin, who 
died in 1928. 

“The History and Development of 
Advertising,” by Frank Presbrey, 
gives this sketch of Mr. Palin’s op- 
erations: 

“Slogan making developed into a 
specialty, and an interesting figure 
in advertising in later years was G. 
Herb Palin, expert sloganeer, who 
wrote thousands of phrases at ten 


for a hundred dollars, dashing them 
off as he talked with the advertiser. 

“Among the phrases credited to 
him were: ‘Safety First,’ which 
doubtless has saved many lives; ‘See 
America First,’ which has influenced 
traveling Americans, and numbers of 
other clever lines which have been 
models for the slogan maker, such as 
‘Call before seven, delivered before 
eleven’ and ‘Wilson’s label protects 
your table.’ Mr. Palin, who died in 
1928, owed much of his success as a 
rapid-fire sloganeer to his taste for 
verse making, which gave him facil- 
‘ty in terseness, euphony and rhym- 
ing.”’] 
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In Which Law Experts 
Try Hands at Copy 


To the Editor: While renewing my 
subscription to ADVERTISING AGE, I 
am taking advantage of the opportu- 
nity to enclose a copy of a law index 
published by the Lexapedia Publish- 
ing Company, of New York. On the 
third cover, Lexapedia advertises for 


printing work. I think its copy is 
classic. It reads as follows: 

“The private printing plant of 
Lexapedia affords adequate facility 
for the immediate and efficient exe- 
cution of external printing require- 
ments in the range of card to book 
(exclusive of appeal printing). 

“Collateral as this accommodation 
is, the element of profit is wholeheart- 
dly overlooked, for in circumvent- 
ng the interim idleness of press and 
man an ample measure of considera- 
tion is acknowledged. 

“Thus, literally at cost, you are 
‘ordially invited to use the private 
plant of Lexapedia.” 

How do you like it? 

Murray HIgscuH, 

Simons-Michelson Company, De- 

troit. 
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Cemeteries Now Offer 
a Complete Service 


To the Editor: At the national 
convention of the American Ceme- 
tery Owners’ Association at the Hote] 
New Yorker, New York, Sept. 26-30, 
a new development plan for ceme- 
teries will be disclosed. 

We are using newspapers, radio, 
outdoor and street car cards here at 
Forest Lawn featuring the undertak- 
ing establishment located within the 


cemetery grounds. A new cemetery 
service. 

In three years since our mortuary 
was built the plan has met with un- 
usual public acceptance. We are 
serving the second largest number 
of families of any mortuary in South. 
ern California, having passed other 
firms that have been in business as 
long as 50 years. 

We account for the success in the 
fact that we have an “advertisable 
subject.”” In other words, cemeteries 
have always advertised either their 
low prices or their beauty. Under- 
takers have talked about their supe- 
rior service, or low price. By com- 
bining both cemetery, undertaking, 
cremation and mausoleum in one 
place, under one management, with 
one low overhead, we have a “reason 
why” story to tell. 

Within a short time cemeteries 
throughout the country will most 
likely follow this same plan. A new 
industry will need advertising, for 
the public will need to be educated 
to this finer service. 

I will be glad to furnish you with 
proofs of some of our advertisements, 
photos, posters, ete., if you wish 
them. Our account is handled by the 
Dan B. Miner Company, Los Angeles. 

WALTER K. NEILL, 

Lawn Memorial-Park 
Inc., Glendale, Calif. 


Forest 
Assn., 


<= 


{ 


: 


> 


& 
2 


AST year the automatic heat and air conditioning 


~ 


sured that each copy of his advertisement reach 


CAND ITS PUBLICATION 


each th 


x 
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industry cleared the hurdle with a 40% gain—and 
its publi¢dation, AUTOMATIC HEAT and AIR CONDI- 
TIONING kept the same stride with a gain of 41%. This 
year indications are that both will show further out- 
standing gains. Such outstanding gains in advertising 
volume can be shown only when a publication is giving 
its advertisers real results. 


There are four definite reasons why advertisers are 
enjoying these gratifying results. 


1. AUTOMATIC HEAT and AIR CONDITIONING is the only 
publication completely blanketing the industry. It covers all 
dealers, contractors. wholesalers, distributors, architects, engi- 
neers and other factors of direct or indirect influence, such as 
merchandising departments of utilities, city officials, etc. Its 
total distribution is in excess of 15,000 copies each month. 


2. AUTOMATIC HEAT and AIR CONDITIONING’S circulation 
is of the highest quality. No reader is placed on the list until 
it is definitely known that he is an active outlet in the auto- 
matic heat and air conditioning field. The circulation is con- 
stantly being checked and any firms who drop their automatic 
heat and air conditioning lines are removed and new outlets 
entering the field are added. Therefore, the advertiser is as- 


a man actively engaged in automatic heat and air conditioning 
work. 


3. AUTOMATIC HEAT and AIR CONDITIONING has the 
acceptance of its industry . .. because its broad editorial 
coverage gives its readers the merchandising and technica! 
information which they need it keeps them always 
abreast of the times with latest news and developments in the 
field. Also, AUTOMATIC HEAT and AIR CONDITIONING 
sponsors an intensive public pt paign. Through 
releases furnished to newspapers, magazines, schools and li- 
braries, the public is being impressed with the need for auto- 
matic heat and air conditioning equipment. 


4. AUTOMATIC HEAT and AIR CONDITIONING offers a 
complete service to the manufacturer—through which he can 
build his sales force, analyze his market, plan his campaign 
and sell the dealer, contractor, wholesaler, distributor, engineer. 
architect and all other factors that directly or indirectly influ- 
ence the sale of automatic heat and air conditioning equipment. 


Since AUTOMATIC HEAT and AIR CONDITIONING is 
the ONE publication designed from its beginning to serve 
this industry and the only one completely blanketing it 
today, these objectives can be accomplished with maxi- 
mum economy and efficien~ 


For further information on AUTOMATIC HEAT and AIR 
CONDITIONING or the industry it serves — write to 
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Excursion Into 
Telepathy New 
Zenith Program 


Chicago, Sept. 16—With some of 
the country’s foremost scientists in 
charge, and with the radio audience 
as active participants, Zenith Radio 
Corporation has launched a Sunday 
night radio program embracing a 
study of telepathy, or of the extra- 
sensory perception possessed by 
many persons. 

The two programs already heard 
over the Blue network of National 
Broadcasting Company have been de- 


voted largely to laying a foundation 
for the experiments by recalling the 
skepticism which preceded every 
new discovery in the past and of- 
ficials of Zenith are looking forward 
to increasing interest as the experi- 
ments progress. This is Zenith’s first 
network program. 


Scientists in Charge 


Psychologists directing the pro- 
gram are Dr. J. B. Rhine, Duke Uni- 
versity; Dr. Gainer Murphy, New 
York University, and Dr. Robert M. 
Gault, Northwestern University 
They are acting as an advisory board 
to Zenith Foundation, created by 
Commander Eugene F. McDonald, 
Zenith president, to conduct the ex 
periment in what scientists call the 


“Black Gap”’—that part of the spec- 
trum which is still almost a complete 
mystery. 


Have Extra Senses 


According to the scientists, it has 
been well established that certain 
persons have powers beyond the five 
senses which are given to each hu- 
man being. Such gifted beings know 
many things which can not be ex- 
plained except by “intuition,” “a 
hunch,” or what scientists call telep- 
athy. The Zenith program will en- 
deavor to measure this extra degree 
of perception owned by some and to 
ascertain more of its nature than is 
known at present. 


E. H. Brown Advertising Agency 
is in charge of the program. 


Sears to Stage New 
Daytime Radio Show 


Sears Roebuck & Co., Chicago, will 
open a new five-time-a-week daytime 
transcription program over selected 
stations beginning Oct. 11 to promote 
mail order sales. It will be con- 
centrated in the Northwest. 

Blackett - Sample - Hummert, Inc., 
Chicago, will handle the program. 


Dickman Heads Course 


O. Alfred Dickman, New York 
Herald Tribune, will be the instruc- 
tor in a course on advertising ty- 
pography sponsored by the educa- 
tional department of New York Em- 
ploying Printers’ Association. The 
course will be given on Monday eve- 


Inland Daily Press 
Moves to Chicago 


After 52 years of existence, Inland 
Daily Press Association has moved its 
headquarters from Madison, Wis., to 
Chicago, the new offices being at 7S 
Dearborn street. The telephone num- 
ber is Central 4594. John L. Meyer: 
is secretary. 

The association was formed in Chi- 
cago, is an Illinois corporation and 
holds all meetings in Chicago. 


“Simplicity” Expands 
The Chicago office of Simplicity 
Publications has been moved from 
the Merchandise Mart to larger quar- 
ters at 333 N. Michigan avenue. New 
telephone number is State 1776. Bert 


nings from October to April. Crane is Western manager. 
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DON LEE 


the nation’s greatest regional net- 
work. Buy 24 Primary stations in the 24 
Primary markets from Seattle to San 
Diego in one economical package .. . 
the most complete, most effective cover- 


age of the Pacific Coast ever offered. 


Write for rates and reseruations Now! 


— BROADCASTING © 
SYSTEM 


“The Nation’ 's Greatest Regional Network 
Levis Cfllen Weiss 


ss General Manager a nae gle 
1076 West Seventh St. 
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A. E. Greenleaf, 
Head of Boston 
Agency, Is Dead 


Boston, Sept. 14.—Almon E. Green 
leaf, 63, president of the Greenleaf 
Company, Boston agency, died here 
Saturday after a short illness. Fu- 
neral services were held today. 

Born in Plymouth, N. H., Mr. 
Greenleaf worked in printing and 
newspaper offices in his early man- 
hood. In 1906, he became advertis- 
ing manager of Landers, Frary & 
Clark, New Britain, Conn., and made 
something of a record in establish. 
ing popularity for the company’s 
Universal household helps. 

A year later, he joined Wood, Put- 
vam & Wood Company, pioneer ad- 
vertising agency of Boston, where he 
became familiar with all phases of 
agency operation. In 1915, he organ- 
ized the Greenleaf Company, which 
became known as a successful me- 


Radio advertisers who 


sive service to a limited number of 
substantial clients. 

Mr. Greenleaf, who was prominent 
in the councils of the Advertising 
Club of Boston, and also a Mason 
of high standing, is survived by a 
widow. 


RAILROAD ADVERTISING 
MAN DIES SUDDENLY 


Chicago, Sept. 13.—A. R. McCal- 
lum, 62, assistant advertising man- 
ager for the New York Central Sys- 
tem, died in Cincinnati yesterday. 
While Mr. McCallum had not been 
feeling well for some time, his indis- 
position was not regarded as serious. 

Mr. McCallum joined the railroad 
in 1902 as assistant ticket agent at 
Indianapolis, later being transferred 
to Cincinnati, where he joined the 
advertising department of the Big 
Four. On June 1, of this year, he 
moved to Chicago when the New 
York Central adopted a policy of cen- 
tralizing its advertising department 
in major cities. 


Super Market 
Group to Hear 
Morgan, Albers 


New York, Sept. 16.—Leading ex- 
ponents in the field of mass mer- 
chandising will meet here the week 
of Sept. 27 to complete formation of 
their new national organization, 
Super Market Institute, and to con- 
duct the first convention of super 
market operators in America. All 
sessions will be held at the Hotel 
Astor. 

William Fellowes Morgan, Com- 
missioner of Markets, New York 
City, will be guest of honor at a 
banquet and will speak on “The 
Economies of Mass _ Distribution.” 
W. H. Albers, Cincinnati, head of the 
Albers chain of super markets, who 
recently attracted the attention of 
the food industry by coming to the 
defense of nationally advertised 
brands after Kroger Grocery & 


merly headed, had launched a drive 
for private brands, will discuss 
“Building Super Market Volume with 
National Brands.” 

Other speakers will include Paul 
S. Willis, president, Associated Gro- 
cery Manufacturers of America, who 
will speak on the relationship be- 
tween manufacturers and super mar- 
kets; W. B. Sutherland, treasurer of 
the $12,000,000 Henke & Pillot mar- 
ket, Houston, Tex., on personnel; 
Joe Weingarten, also of Houston, 
drug volume; Herbert Neubauer, 
Hoboken operator, concessions; 
John W. Matthews, Kingston, N. Y., 
building a consumer following; Sid- 


ney Aranoff, Dorchester, Mass., la- 
bor relations; L. L. Shoemaker, 
checking out the customer; and 


Louis Gibson, how to please women. 


Blakeslee Promoted 


M. F. Blakeslee, formerly Chicago 


district manager of RCA Mfg. Com- 
pany, has been named Eastern di- 
vision manager in Camden, N. J. 
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broadcast to the 


nation’s 5th largest market usually refer to it 
as ‘“‘Cleveland” but actually it is ‘Cleveland 


Plus.” 


“Plus’”’ includes cities like Akron, Lorain, 
Elyria, Norwalk, Painesville, Ashland, Wooster 
and Ravenna — dozens of towns such as Kent, 


Cuyahoga Falls, 


Willoughby, 


Medina and 


Wadsworth — and literally hundreds of smaller 


communities. 
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UNITED 


BROADCASTING 


CLEVELAND 
~*~ &* © © %* & *& 
H. K. Carpenter, Vice Pres. and Gen. Mgr. 


Cleveland’s (Cuyahoga - County) 
radio families and the ‘ 


272,200 


‘plus’’ coverage of 


230,200 additional radio families can best be 


reached by WHK. 


Listener interest on WHK has always been 
high but now that WHK is the Cleveland sta- 
tion for NBC Blue Network programs (starting 
September 26th) even more listeners are tuning 


in. 


We have facts and figures to bear out our 
belief that WHK is best for you in Cleveland. 


Shall we send them? 


C. A. McLaughlin, Sales Manager 


FREE & PETERS, Inc. - National Representatives, New York - Chicago - Detroit 
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Capital Theater, New York, used this 

unusual “motion picture" newspaper copy, 

tying in suppliers, to herald recent re- 
construction. 


Canadian Net 


Issues Patent 
Medicine Rule 


Toronto, Sept. 15.—Approval of the 
Department of National Health will 
be demanded for all patent medi- 
cines advertised over the Canadian 
Broadcasting Corporation, Major W. 
Gladstone Murray, general manager, 
announced today. 

The announcement followed a 
meeting of CBC directors te discuss 
details of new regulations. While 
the full action of the directors was 
not disclosed, Major Murray also re- 
vealed that commentaries on mar- 
ket practices will be banned. 

“We've had too many complaints 
from people who have taken advice 
from commentators,” he said. “They 
told us they lost money.” 

New regulations on radio liquor 
advertising and _ broadcasting of 
birth control information also will 
be promulgated, it is understood, and 
present regulations on _ political 
broadcasting will be continued. 


Wrigley Newspaper 
Test Breaks Sept. 24 


Wm. Wrigley, Jr. Company, Chi- 
cago, will break its full-page news- 
paper test campaign in the Minne- 
apolis Journal of Sept. 24 and will 
use the same unit in all other Min- 
neapolis papers on succeeding days. 

The State Journal, Madison, Wis., 
will also be used. 


Davis Promoted 


R. R. Davis, formerly apparatus ad- 
vertising manager, has been ap- 
pointed assistant to the general ad- 
vertising manager of Westinghouse 
Electric & Mfg. Comany, Pittsburgh. 


Klein Gets Olivo 


Philip Klein, Inc., Philadelphia, 
has been appointed to handle the 
account of the Grecian Chemical 
Company, Philadelphia, manufac- 
turer of Olivo hair products. News- 
papers will be used. 


Big Schenley Promotion 


The current issue of American 
Wine & Liquor Journal and Wine 
and Liquor Retailer, New York, carry 
two identical advertising sections for 
Schenley Products Corporation, total- 
ing 100 pages, said to be a record for 
business paper special sections in 
any one month. 


MARKET RESEARCH 


When you have a difficult merchandising 
problem, involving a possible change in 
policy, let us submit our plans for its 
solution before you reach a decision. 


ARTHUR C. WEICK COMPANY 
20 W. Jackson Bivd. Chicago 
Wabash 5379 


ART FOR ADVERTISING 


Unique Art Studio, Inc. 
Chicago, Ill. Webster 7596 
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EOPLE who buy engravings on 


price alone won't care much 
ia, for this “ad.” It's about quality. 
“s | Quality in a halftone is about 
n | 90% depth. Depth is the thing 
 — that makes one halftone print 
rr | much better than another. 


— | Take newspaper halftones for 


Pika, Kale 


« | instance. If they aren’t seven one- 


ws 
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thousandths of an inch deep in the 
highlights, they’re licked from the 
start. Ask the boys at the Tribune, 
or ask your electrotyper. Seven 
one-thousandths in the highlights 
—five in the middle tones and 
three in the shadows! We guaran- 
tee such measurements because 
it's good business to deliver them. 
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ADVERTISING AGE 


September 20, 1937 


—— 


Reading Coal Appoints 

Philadelphia & Reading Coal & 
Iron Company, Philadelphia, pro 
ducer of Reading anthracite, has ap 


pointed McKee, Albright & Ivey 
Philadelphia, to handle its adver 
tising. 


Close Logansport Office 


The Logansport, Ind., office of Ed- 
ward G. Boerger Company, Chicago. 
has been closed and all business is 
now conducted from Chicago head- 
quarters. 


WOAI Names Fisher 


Beeman Fisher, formerly advertis- 
ing manager, Texas Power & Light 
Company, has been named vice-presi- 
dent and general manager of Station 
WOAI, San Antonio. 


Magazine Names Sears 


A. T. Sears has been appointed 
Western manager of International 
Astrology Magazine, New York. His 
office is at 520 N. Michigan avenue, 
Chicago. 


Fairfax Agency Named 

H. W. Fairfax Advertising Agency. 
Inc., New York, has been named to 
handle the advertising of Haring & 
Blumenthal Realty Corporation, 
Westchester County, New York. 


ein Elected 


Percy S. Howe, Jr., has _ been 
elected a director and vice-president 
of the American Thread Company, 
New York. He was formerly vice- 
president of the Suncook Mills, New 
York. 


WOR Leases New Studio 


WOR-Mutual has announced the 
signing of a year’s lease, effective 
Oct. 1, for the New Amsterdam Roof 
Theater, New York. This new studio 
will in the future be known as the 
WOR-Mutual Playhouse, and is the 
first step in an expansion program. 


McCullough Named 


Ideal Pump Company, Chicago, has 
appointed Lee R. McCullough, Chi- 
cago, to handle advertising of its 
paint spraying equipment. Consumer 
and business papers will be used. 


Judd Names Remington 

H. J. Judd Company, Wallingford, 
Conn., and New York, has appointed 
William B. Remington, Inc., Spring- 
field. Mass., to handle its advertising. 


EXPERT CITES 
LOW COST SPUR 
FOR NEW HOMES 


Economy Theme Possibilities 
Told by GCreviston 


New York, Sept. 14.—A rosy pic- 


dustry with costs still 13 per cent 
below the 1926-1929 normal and 


(—YOU 


MAY HAVE 


HEARD THAT BEFORE) 


ture of prospects in the building in- 


It is still true, and here are the 967,- 
649 pocketbooks of 967,649 men to 
prove it. 85.5% of them are married— 
havefamiliesthat aggregate morethan 
3,000,000 active consumers for you. 


The 967,649 Legionnaire pocket- 
books are very comfortably filled— 
their automobile ownership being 
14.5% above the United States Na- 
tional Average proves that. 


Only one publication is edited to the 
known interests of these men—The 
American Legion Magazine. And 
while father is the subscriber—sur- 
veys show a plus readership for The 
American Legion Magazine of 819 
readers per 1000 copies. A positive 


indication of the magazine’s popular- 
ity in the home. This popularity 
means one thing important to the 
advertiser—The American Legion 
Magazine leaves an impression on 
its readers. | 

Nearly a million pocketbooks . . . in- 


terested in the story of your adver- 
tised product . . . and more impor- 


[LEGION 


tant—able to buy your advertised 
product. 


An active buying market— 
economical to reach— 


l PAGE BLACK AND WHITE ... . $1600 
1PAGE2ZCOLORS....... 1900 
lPAGE4COLORS .. 3300 


««« A RATE PER PAGE PER THOUSAND 


or $1.62! 


MAGAZINE 


CHICAGO: 307 N. MICHIGAN AVE. .- 


NEW YORK: 9 ROCKEFELLER PLAZA 


DETROIT: GENERAL MOTORS BLDG. 


of broad promotional opportunities 
inherent in the situation was painted 
here today by Russell G. Creviston, 
president of the Producer’s Counci! 
and advertising and sales promotion 
manager of the Crane Company, Chi. 
cago. 

Mr. Creviston’s statement was 
made coincident with announcement 
of addition to the council of seven 
companies. 

The new members include the In- 
ternational Nickel Company and The 
Flintkote Company, New York; De. 
troit Steel Products Company, De. 
troit; National Radiator Company, 
Johnstown, Pa.; Curtis Companies, 
Clinton, Ia.; Gladding McBean Com. 
pany, San Francisco, and The Rich- 
mond Screw Anchor Company, 
Brooklyn. 

The council, organized in affiliation 
with the American Institute of Ar- 
chitects more than a decade ago, con- 
sists of more than 50 manufacturers 
of building material and equipment. 
The promotional program of the 
council seeks to disseminate infor- 
mation on materials used in building 
work. 

Citing broad prospects for the 
building supply industry, Mr. Crevis- 
ton pointed out that the 1937 house 
costing $6,500 offers more to its 
owner than a house costing $7,500 in 
the 1926-29 period. 

“This is true because of land 
values, interest rates, and scientific 
progress in building greater utility 
into houses,” he said. “Land values 
are still at bargain prices. While 
they may be somewhat higher than a 
few years ago, they are still far be- 
low the 1926-1929 normal. Some ma- 
jor building products such as heating 
and plumbing are also 10 per cent to 
20 per cent lower. 

“Interest rates through government 
co-operation and the single long term 
mortgage also are making home plan- 
ning easier and cheaper. Through the 
building service plan of the Federal 
Home Loan Bank Board there is be- 
ing made available now a real design 
and inspection service in conjunction 
with local member banks and archi- 
tects. This service insures the person 
building a home of better design, 
sounder construction, and therefore 
a better investment.” 


JUMP vou: 


DEAD-LINES 


by Railway Express—the all- 
round, nation-wide closing date 
beater. Trained to the minute for 
day and night service on half- 
tones, mats, cuts and “what-have- 
you". Top-speed by rail. Super 
speed by super-swift Air Express 
—2500 miles overnight. Low, eco 
nomical cost. 23,000 offices. For 
“pick-up and go", phone the 


nearest 


RAILWAY 
EXPRESS 


AGENCY, I NC. 


NATION-WIDE RAIL-AIR service 
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This new display for Whittemore’s polishes 
tells an effective story with partial illus- 
tration. Forbes Lithograph Company, 
Boston, lithographed the color display. 


MANY WILL USE 
ADVERTISING TO 
CUT TAX BURDEN 


Survey Shows Rise of Pro- 
motion Impetus from Levy 


New York, Sept. 16.—Many small 
and medium-size companies are turn- 
ing to advertising and research this 
year as legitimate methods of gain- 
ing long-range results and immedi- 
ate curtailment of taxes under the 
undistributed profits levy, according 
to Dun’s Review for September. This 
publication has made an exhaustive 
study of the undistributed profits tax 
and of avenues taken to evade it by 
many companies, all of which re- 
main anonymous. 

Of 618 companies of all sizes re- 
porting in 1936, 13 per cent indicated 
that they would rely on more adver- 
tising to reduce the amount of taxes 
to be paid. This group increased to 
18 per cent in 1937, with a larger 
number, 708, reporting. 


Breakdown by Size 


Ot 176 small companies contacted 
in 1936, 18 per cent indicated that 
advertising would play an important 
part in future policies. Of 186 which 
reported in 1937, 22 per cent gave 
the same reply, showing how this 
creed is spreading among small 
manufacturers. 

Of 210 medium size companies 
which told of their plans for 1936, 
14 per cent said that advertising 
would be used to increase expenses 
and reduce the amount of the tax. 
Of 221 medium size companies asked 
to give their views this year, no less 
than 16 per cent indicated that ad- 
vertising would be used more heav- 
ily in the future. 

Among 160 large manufacturers 
who reported in 1936, 11 per cent 
said that advertising would be used 
heavily to reduce undistributed prof- 


————— 
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HOW MUCH DOES IT COST 
TO COVER PEORIA AND 
CENTRAL ILLINOIS? 


°P Us a line and we will tell you how 

*P it is to cover this territory. We 
juadrantee coverage in 95% of the 
®s in this area. 


RIEDER'S ADVERTISING CARRIERS 
210 N. Adams St., Peoria, Ill. 
Momber Trade Association of Advertising 


Distributors 


Dro; 
ch 
ts 
hom 


its. The number of large manufac- 
turers reporting this year is 177 and 
the percentage adopting this plan 
has increased to 12. 

The popularity of research has 
also been enhanced by the tax, the 
survey of Dun’s Review indicates. 
Of the 618 companies of all sizes re- 
porting in 1936, 7 per cent said that 
research would be one of their fu- 
ture activities. Ten per cent of a 
larger number, 708, made the same 
prediction this year. 

Breaking down the total by size, 
the survey found that whereas in 
1936, only 7 per cent of 176 small 
manufacturers were interested in re- 
search, a year later the number has 
increased to 7 per cent of 186. The 
gain was more outstanding among 
medium size manufacturers. While 


only 7 per cent of 210 companies of 
this type were planning research in 
1936, in 1937 the proportion was 13 
per cent of 221 concerns. 

A slight decline in interest in re- 
search was shown by large com- 
panies. Of 160 of this type report- 
ing a year ago, 11 per cent regarded 
research as a promising activity. In 
1937, the number taking this view 
had dropped to 10 per cent, though 
a larger number of large manufactur- 
ers, 177, reported. 


How Tax Operates 


The undistributed profits tax levies 
a burden of 7 per cent on the first 10 
per cent of adjusted net income 
which is not distributed. The tax 
on the next 10 per cent is 12 per 


(Continued on Page 24) 


Sponsors Course 

The adult division of the New 
York Board of Education is sponsor- 
ing a course in modern advertising, 
which will include copy, layout, ty- 
pography and production. It will be 
held at the Central School of Busi. 
ness and Arts, 214 E. 42nd street, 
New York. 


Kruse Joins Shepherd 


Fritz Kruse, until recently with 
Ben Nash, Inc., New York, has been 
appointed general manager of J. C. 
Linton Shepherd Studios, Inc., New 
York. Warner Feddern has been ap- 
pointed production manager. 


Irvine Joins Staff 
H. B. Irvine has joined the staff 
of Campbe!'l-Lampee, Inc., New York, 
as account executive. 


Nettleton Named 


E. T. Nettleton, formerly with 
Charles W. Hoyt Company, New 
York, has been appointed advertis- 
ing manager of Calco Chemical Com 
pany, division of American Cyan- 
amid Company, Bound Brook, N. J. 


Name David Carter 


David Carter, formerly west coast 
director of publicity for Columbia 
Broadcasting System, has been ap- 
pointed Pacific Coast representative 
for H. A. Bruno & Associates, public 
relations counsel, New York. 


Carpenter to Gardner 


O. Clinton Carpenter, Jr., formerly 
of Calkins & Holden, Inc., New York. 
has joined the copy staff of Gardner 
Advertising Company, New York. 


LIARS.. 


thats wbat we are! 


—————_] 


OR years now we’ve been calling this irregularly 
shaped, sprawling, repulsively wealthy area 
which we serve (we could draw it for you on a table- 


cloth) WOR’s market. 


For years now our statisticians, who can be awfully 
dull people, have traced its course from somewhere 
up around Providence in R.I. through all or part 
of 63 counties in 7 states due south to the tip of 


northern Maryland. 


“Our market!”’ we’ve said. “LOOK.” 

LIARS .. . that’s what we are! 

For WOR has no market. 

This area which we’re always glad to guarantee, 
is a collection of markets, telescoped into a something 
to be found nowhere else. 

Its people are no one kind of people. Here you'll 
find big chunks of the readers of Mr. Patterson’s 
“Daily News,” Mr. Bowen’s “New Yorker,” Mr. 


Healy’s “Satevepost” . . . and millions of people 
who maybe do not read, but listen and do the things 
they are told to do over WOR. (Ask Borden, 
Alka-Seltzer, Ford, Rogers Peet, or fifty others.) 

What then is this thing WOR offers you at the 
lowest 50,000-watt station cost in Greater N. Y.? 
Most assuredly it isn’t any one market. Most as- 
suredly it isn’t a kind of people to be found any- 
where else. For even the ready pocket-cash-per-person 
equals $812 compared with $513 for any other 


resident of these U. S. 


We are sorry, but we do not know the answer. 
We should be glad to have anyone go into this 
matter and explain it, and we will publish his ex- 
planation if we think it explains. We are pretty 
dumb regarding the whole thing, so if the explana- 
tion is clear to us, it will be clear to the world. Our 
address is 1440 Broadway, in New York. 
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MANY WILL USE 
ADVERTISING T 
CUT TAX BURDEN 


(Continued from page 23) 


cent; on the next 20 per cent, 17 per 
cent; on the next 20 per cent, 22 per 
cent, and on the final 40 per cent, 
27 per cent. 

“The maximum rate if all earnings 
are retained,’ the publication ex- 
plained, “‘would cumulate to an aver- 
age of 20.5 per cent.” 

“Business policy is always the 
product of many factors, and there 
is no certainty as to what would 
have happened without the tax. For 
1936, 49 per cent of the 618 report- 
ing corporations claim to have 1n- 
creased expenditures in some man- 
ner in order to lighten the burden of 
the undistributed profits tax. Such 
steps seem to have been taken in- 
versely to size, the respective ratios 
for small, medium and large being 
55, 52 and 41 per cent.” 

Advertising was second in popu- 
larity only to increases in salaries, 


wages and bonuses, the publication 
found, appearing in 13 per cent of 
the cases, with small enterprises 


favoring it more than any other type 

“The expenditure of increased 
sums for maintenance was next in 
order of preference, while research 
and experiment came near the bot- 
tom,” it said. 

“For 1937, the percentage of the 
708 corporations reporting some in- 
creased expenditures changed little, 
but there was a decided tendency to 
check a larger number of the sug- 
gested items. Employe bonuses de- 
clined slightly, but salaries, wages, 


advertising and research all had 
marked increases. 
“The large enterprises showed 


even less concern than in 1936 about 
such devices, but the small ones have 
evidently seized upon them quite 
generally.” 

Breaking down its figures by in- 
dustries, the publication found that 
manufacturers of food, iron and 
steel, paper, chemicals and drugs and 
machinery are leaning on expanded 
advertising heavily to reduce taxes. 
The food manufacturers making such 
reports increased from 8 per cent of 
83 in 1936, to 17 per cent of 97 in 
1937. In the textile field, sentiment 
is little changed from a year ago, the 
percentage being 16 for each year. 
In the wood and stone field, the 1936 
figure was 14 per cent of 44, and in 
1937, 16 per cent of 49. 

Among iron and steel companies. 
16 per cent ot 67 enterprises which 
reported a year ago planned greater 
ise of advertising. The 1937 recora 

yas 20 per cent of a larger number, 
74. In the field of paper and print- 
ing, 9 per cent of 57 reporting com- 
panies planned to use advertising to 
advantage in 1936, but in 1937 the 
number has grown to 17 per cent of 
€6 companies. Among manufactur- 
ers of chemicals and drugs an even 


New, all-photo advertising service for all 


lines of business. For trade publications, 
house organs, tabloids, newspaper ads, sales 
letters, broadsides or booklets. PHOTOMATS 
brings 100 high class photographic eye catch- 
ers monthly in ready-to-use-mats for only $5. 
All sizes and subjects. New York’s best 
models. Write for free proofs—no salesmen. 


10 E. 38th Street, New York City 


greater change has been wrought 
From 20 per cent of 41 companies 
which favored advertising a year 
ago, the present figure has grown to 
27 per cent of 48 companies. 

Manufacturers of machinery and 
equipment have also seen the light. 
In 1936, only 12 per cent of 93 re- 
porting manufacturers planned to ex- 
pand advertising to increase business 
and cut taxes. The 1937 number was 
21 per cent of 107 manufacturers re- 
porting plans. 

The only decrease in use of adver- 
tising was found among companies 
of a commercial and professional na- 
ture. A year ago, 26 per cent of 27 
reporting planned greater use of ad- 
vertising. In 1937, the percentage 
had dwindled to 18 per cent of about 
the same number. 


Kelvinator Creates 


New Eastern Division 
Kelvinator Division, Nash - Kelvi- 


nator Corporation, Detroit, Mich.. 
has created a new division in the 
New York territory and has ap- 


pointed L. T. M. Ralston manager. 

J. K. Knighton, formerly sale. 
manager of the commercial air condi- 
tioning department in Detroit, suc 
ceeds Mr. Ralston. H. M. McGaughey, 
until recently sales manager of com- 
mercial air conditioning department, 
has been promoted to sales manager 
of the division. 


Issues New Rates 


Bohemia has announced increased 
rates, effective Jan. 1, 1938, because 
of increased costs on paper, inks, 
mechanical material, and labor. 


through 


BBB Issues Warning 


Better Business Bureau of New 
York City has issued a warning that 
the use of the term antelope to de. 
seribe leather which is not from this 


animal is in violation of the adver- 
| tising law of the State of New York 


and of the Federal Trade Commis- 
sion Act. The Bureau has requested 
that merchandise labeled antelope o1 
French antelope, if believed to be 
false, be called to its attention with 
the name of the manufacturer using 


such labels or description. 


Uses Time Signals 
ireater Broadway Furniture Com- 
pany, Los Angeles, is placing time 


signals and spot announcements on 


KECA, KFWB, KMPC 
Lee Ringer 
Agency, Los Angeles. 


and KFAC 
Advertising 


60 Psychological 
Situations Tested 


New York, Sept. 15.—Adver- 
tising men whose problems con- 
cern an appeal to the mass 
mind will be afforded an oppor- 
tunity shortly to gauge their 
promotion efforts by a tested, 
mass-appeal formula when the | 
editors of True Story Magazine 
release a new human interest 
textbook entitled, “How to Get | 
People Excited,” containing 60 
psychological situations’ the 
magazine has found effective 
during the past five years. The 
best of the 60, it is said, pulled 
10 times as well as the poorest. 
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Steele Urges 
Co-ordination 
of Promotion 


Chicago, Sept. 14.—With the busi- 
ness net being attacked by new 
taxes and increased raw material 


nd labor costs, management’s oppor- 
) :ynity for maintaining or increasing 


profits rests in greater co-ordination 


) of sales and advertising efforts to 


effect more economical distribution. 
So declared A. N. Steele, sales man- 
ager, Ditto, Inc., last night before 
the Engineering Advertisers Asso- 
ciation in discussing opportunities of 


"> the industrial advertising executive. 


It is up to the advertising man, he 
declared, to carry the fight to man- 
agement and sales executives by of- 
fering practical plans for sales 
strategy based on knowledge gained 
in the field as to product, buyers’ 
reaction, and the effect of advertis- 
ing not alone on the buyer but on 
the salesmen as well. 


Can Prove Value 


In this manner, Mr. Steele assert- 
ed, the advertising manager can 
demonstrate conclusively that he is 
in a key position to formulate long 
range sales planning, other execu- 
tives being too busy with immediate 
problems to get a bird’s-eye view. 

Not enough time is used in crea- 
tive thinking and long range plan- 
ning in the industrial advertising 


field, Mr. Steele charged. More com- 
plete campaigns should be designed 
and executed so that they may be 
merchandised to the sales organiza- 
tion and permit the sales and ad- 
vertising stories to focus on the 
same objective. If the advertising 
message differs from the sales mess- 
age, then one must be wrong, he 
contended. 


Advertising Best Investment 


The best investment a company 
can make under present conditions 
is in a sound and practical advertis- 
ing and sales program to keep the 
business growing, Mr. Steele said. 
Industrial advertising executives, 
however, must not wait for manage- 
ment to discover this fact but should 
sell it hard. 


STUDEBAKER IS 
FIRST IN RACE 
OF "38 MODELS 


Announcement Campaign 
Opens September 25 


South Bend, Ind., Sept. 16.— The 
distinction of being the first auto- 
mobile manufacturer to make formal 
and public announcement of 1938 


=—— 


IRST seven months’ circulation gains 
r. the Providence Journal-Bulletin bring 
coverage of the market to record-breaking 
heights: practically 100% in the A.B.C. City; 


and in Rhode Island as a whole, more than 2 


1,2 
-. 


AVERAGE NET PAID 


2 


CIRCULATION FOR JULY 


ALES POWER in 


ODE ISLAND 


out of 3 families — the most able to buy. 


Here’s high-tension sales voltage to induce 
dealer co-operation — to step up consumer 
demand — in a Major Market that’s 92% 


urban and produces annual retail sales of more 


than 246 million dollars. 


Flashes from business show the mounting 


sales potentials . . . value of building permits, 


first seven months, up 53% .. . seven months’ 


manufacturing payrolls have increased 24% 


... new car sales, up 13% — the highest seven 


months’ total since 1929. . . department store 


volume 8% higher . . . electric refrigerators 


and oil burners show record-smashing sales. 


Are you getting your share? There’s only 


one way. This is an A-schedule market, com- 


pact, profitable — and independent. You 


reach the majority of Rhode Islanders only 


through their own dominant media... 


Providence Journal-Bulletin 
Dominating New England's Lecond Largest Market 


REPRESENTATIVES: Chas. H. Eddy Co., New York + Chicago + Boston + Atlanta 


R. J. Bidwell Co., San Francisco + Los Angeles 


| rest’ of ‘thé world, Cooper's 


BROAD APPEAL 


YARDLEY 


or 
LONDON 


This new Yardley of London display, to be 

introduced shortly to dealers, places a 

broad variety of products on parade 
with a rich background. 


models has been won by Studebaker 
Corporation, which will break the 
news to a waiting public in the Sept. 
25 issue of The Saturday Evening 
Post. Thereafter many other maga- 
zines will take up the burden of the 
Studebaker song, giving that big in- 
dependent manufacturer the advan- 
tage which has always accrued to 
the early bird. 


Reaches Farm Field 


Studebaker’s announcement cam- 
paign, the largest in its history, em- 
braces more magazines than ever be- 
fore, while newspaper schedules com- 
bine frequent insertions with com- 
manding size. Newspaper copy will 
follow closely on the heels of the 
magazine advertising, Oct. 1 being 
the approximate date. Most Stude- 
baker dealers will have been stocked 
with the 1938 models by that time. 

Rotogravure will also be heavily 
employed to give motorists an accur- 
ate presentation of the 1938 models. 
Several pieces of literature in four 
colors and a generous supply of 
dealer-help material are other fea- 
tures of the announcement cam- 
paign. 

The farm field will be reached 
through The Country Gentleman and 
Farm Journal. 


Represents Supreme Effort 


The heavy magazine schedule rep- 
resents injection of more dollars, 
more color and more conviction than 
ever before into Studebaker advertis- 
ing. Each page is timed and tied 
up with every other page, while each 
publication will augment and rein- 
force the appeal of copy in every 
other magazine on the list. 

The initial announcement in the 
Post will consist of three pages in 
full color. Pages and spreads, both in 
run-of-paper and _ special position, 
will follow in succeeding issues. 
Color will be lavishly employed in 
many other magazines on the list, in- 
cluding American, Collier’s, Cosmo- 
politan, Esquire, Fortune, Liberty, 
Life, News-Week and Time. The 
Fortune copy will exploit the new 
President model. 

The Studebaker agency is Roche, 
Williams & Cunnyngham, Chicago. 


WAR ON SQUIRMERS! 


The current campaign on Cooper's Y- 
FRONT Shorts aims a heavy barrage of 
ridicule at shorts that make men squirm. 
To let squirmers see how they look to the 


agency, 
(Charles Daniel Frey Co.) employs a se-. 
ries of extra-candid shots by WESLEY 
BOWMAN STUDIO, INC. CHICAGO.. 

( Advertisement) 


Rage b fart vem ce ra ae ‘ ih, ray s s bids wi : n ro ee tc Beh am i Pa be te ; = : 4 ; }. 
pee af ¥ NOB ara ’ eae! PE. eRe: * : ae Hay Ph NE a a all a eae oh, Pr Fee ea ea eg chet bole CRAB, F ASN PERI ee ese A oe ea eae . 
r OE a, Rae oo TM a oe F Se : 2 : hae ; ae eos, ? ae + ee ath . “ <i sae a Pe . Peek not ee eRe a ' ‘ et : it as <a 
re eS ' 2 pt Ge 
. a 
— cnn nnn a : 
) @ | 
. a a 
| 5 
lt +) mm | Ak 
, | Pe . r i 
2 | af 
as “ ’ ’ 
a e 
} ° Pre 
te 4 ' 
- ey tas ' 
Vi. Fins, 
al - ——- ; cee 
? —— : 
| a =! = ol 
Z a ae *¥ 
o 
— eee | x 
; = 
3 a 
Ea) Re 
ze —EEE————— ee Re: bis 
aera. 4 ee 
; m Bat 
‘ = 
B r ee 
Ass os 
ne \\\ a a 
i a 
; sf | /} j oa 
ae a 
. +: ee aan 
¥ cv ee ra 
. 3 iad & = es 
_ 4 Ome ye = 
aoe i / oe 
ie ook ile 
a i a 
Sok y Sey 
‘yg . = 
ya i ay ae 
. ieee 
ty 
al 4 a 7 & 
7 Fes" 7 
Pees ee 
es aa 
: oe 
j is 
ee 
ee _ os 
; oes 
i Re a 
a ee 
———————————______ ____} eos tae 
ss 
eres 
Pir line of ae oa 
eee eae 
5 Cyc ae 
: Sy SON oR yee 
“s geet = at Pat east ae 
RM Sk SRO Se ‘ ee 
i Se ee, eee 5 pl. ie at 
ae Pay See en as ‘ i os a 
aa 2 Os. x eR fer 
nn eeeeerr—“‘tisSsSCSCisaS . Am... ease ak 
Fe an : a = 5 ‘ ome ‘ a 
ae Ss ; P 4 f be = 
2 be Si ant d ‘ ‘ *« gh: al 
.. ; ; : © eg ® Ss 
? oe ’ i : ” q \ = = & 3 Ss si hae - 
a ee eG ; we Aig. - 
Ma oe eS ee : ‘, era: 
core = ae x f Sg a 
iis Ms a a, /P ee eas 
* 3 r . be + i - hy Hatem 
ei _ aa ae Q + Oa Xe seme % 
a 4 ee ee = ae ce 
: F «i Pastis ae 
l Pa ™ Es ee ae. ees 
SR a ee Berea . ~ RS ee, 
e Spee: ee % Space . 
bats, a : 
eet, 
Reames 
eo 
5 See 
ae. “a 
i oS ae ' 
rm 
ee : oa 
9 ; Tg Ren Aa 
ma cage ee 
q Risch “pte 
| of 
: he ae 
: ’ eh 
2 Se ; ’ ’ bee a 
Sa ewe oe ae wor a cs , ‘ > vs i j : ‘ ‘ ; ‘ / "aie Bae 


26 


ADVERTISING AGE 


Ay 
Be 2 


September 20, 193) 


ee 


Issues Marketing Map 


Chain Store Age, New York, has 
just issued a new 1937-38 marketing 
map showing the location and num- 
ber of stores of leading variety 
chains in fifty key cities. The map 
is available for manufacturers and 
advertising agencies. 


Start Type Library 


William F. Denney and Joseph J. 
Bocchino have formed a partnership 
under the name of Type Display Li- 
brary, at 228 E. 45th street, New 
York. Both men were formerly con- 
nected with Continental Typefound- 
ers Association, Inc., New York. 


Delgado in New Post 


A. E. Delgado, formerly sales man- 
ager of Ray Air Conditioning Cor- 
poration, New York, has joined Air 
Conditioning combined with Oil Heat, 
New York, as Western manager with 
headquarters at 228 N. LaSalle street, 
Chicago. 


Neff-Rogow Expands 


Neff-Rogow, Inc., New York, “The 
Agency of the Air,” has increased its 
office space at Rockefeller Plaza. The 
additional quarters will be occupied 
by the copy and production depart- 
ments. Edward L. Bartlett, of Phila- 


delphia, has joined the staff. 


Men’s Shop Opens 


The Gentlemen’s Corner has been 
chosen as the name for a new men’s 
furnishing shop to be opened by Mar- 
tin’s, specialty shop, Brooklyn, N. Y. 
William G. Seidenbaum, New York, 
is in charge of advertising and sales 
promotion, and David Jacques Ferro 
is account executive. 


Levine Promoted 


Jules C. Levine, for 35 years busi- 
ness manager of the Evening News, 
Paterson, N. J., has been promoted 
to general manager. Edward B. 
Haines, assistant business manager, 
has been named business manager. 


Ye 
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a Prairie fArmte i 
THE MIDW 


PRAIRIE FARMER 


CHICAGO—6 No. Michigan Ave 


NEW YORK—? 


- ««. use the ONLY 
coverage that goes to this 
bullseye market EXCLUSIVELY 
and DOMINANTLY 


These 8 Midwest states are bulging with 1/3 of the 
entire nation’s ’37 farm income. 


Aim straight at this big BULLSEYE FARM MARKET 
—with the ONLY farm papers that go exclusively to it. 


The Midwest Farm Papers cover 77% of all the farm- 


ers in these 8 midwest states. 


The nearest “national” farm 


paper coverage is 362,—and all five nationals combined 
deliver only 64% in these 8 states. 


Judge for yourself which advertisers will get the big 


volume out of this bumper farm market. 


Dealers report 


a 9 to 1 preference for advertising in the Midwest Farm 


Papers. 


Agencies and advertisers, from impartial studies, 


report Midwest Farm Papers give better than twice the farm 
coverage of the best “national” in these states. 


Aim at the bumper market of ’37-’38 with the bumper 
Coverage of Midwest Farm Papers. 


EST & 


y 


50 Park Ave., 420 Lexington Ave 


= FARM PAPERS 


_ NEBRASKA FARMER 
WISCONSIN AGRICULTURIST AND FARMER 
& a ‘ . t 4 ‘ oneal | a 


THE FARMER, ST. PAUL a 


a 


SAN FRANCISCO—1548 Russ Bldg. DETROIT—S42 New Center Bldg 


TELL MASSES OF 
BANK BENEFITS, 
KIPHART URGES 


Need to Broaden Appeal Base 
Cited to FAA 


Syracuse, Sept. 13.—The colossal 
task of getting into the minds of the 
masses the truth about how banking 
functions for the development of the 
community and benefit of every per- 
son living in the community, was 
the assignment laid down here to- 
day before the Financial Advertis- 
ers Association by retiring President 
Thomas J. Kiphart, director of pub- 
lic relations, The Fifth Third Union 
Trust Company, Cincinnati, who 
struck the keynote of the conven- 
tion with a succinct analysis of new 
conditions and new points of view 
that have made adoption of a broad 
public relations policy by financial 
institutions a necessity. 

In establishing the immediate 
need for such a program, Mr. Kip- 
hart echoed the sentiments of Tom 
K. Smith, president, American Bank- 
ers Association, who wired his 
greetings to the gathering and de- 
clared, “I consider public relations 
to be one of the most important 
problems facing organized banking 
today and know that your organiza- 
tion will play your part well in 
solving this problem.” 

Declaring that banking  institu- 
tions “have a story to tell but have 
not told it,” Mr. Kiphart asserted 
that people are more vital to banks 
than money; that the ideas which 
the masses hold about the banking 
business will always be the greatest 
force in the destiny of that busi- 
ness; and that to enjoy success 
banks must depend upon the co- 
operation of the public and must 
have the complete confidence and 
good will of the people. 


Stress Economic Necessity 


“The public relations problem of 
banking is not so much one of sell- 
ing its services to the public as it 
is of arousing the people to an im- 
pregnable belief in the economic 
necessity of the present banking 
system, its contribution to their eco- 
nomic and social welfare,” Mr. Kip- 
hart declared. 

“The burden of proof of the eco- 
nomic need of our banking system 
lies solely in the hands of the bank- 
ers. A negative attitude against the 
banking system has been churned 
on all sides and even from high 
places. Mere opposition and criti- 
cism of our opponents are not much 
good. Attacks on the motives of 
our political competitors will not 
serve in the solution of present prob- 
lems or prevent the recurrence of 
such problems in the future. — 

“Instead of wasting time scoffing 
at the politicians it would be far 


a 
better to devote our effort to ma 
ing our business popular with 
public, the only boss the politician, 


recognize. It is easy to get mi 
conceived ideas into the puby, 
mind. It is difficult and expengiy, & 


to get them out. But it can be doy & 
By dealing in the realities of ty 
banking business consistent eduq § 
tion can break down the malicioy 
intent to destroy. Here, indeed, 
the job for public relations—to ove 
come misunderstandings of fact, ay 
to make the truth about the bankiy, 
business evident to all.” 


Give Practical Instruction 


Delegates to the convention fouy 
the program judiciously geared y 
cover both the fundamental precepy 
and the practical execution of the jy 
tricaeies of public relations as city 
by Mr. Kiphart. The underlyiy 
principles of the art were treate; 
academically in a unique, four-seg 
sion “school-room” course on “Mold. 
ing Public Opinion,” conducted } 
Dr. H. W. Hepner, of Syracuse Uj). 
versity, while publie relations in a 
tual operation was effectively show 
in a presentation of 166 exhibit 
of advertising material used by fiy 
ancial institutions throughout th 
country. 

Dr. Hepner discussed the psycho! 
logical characteristics of human be 
ings and the personality signs re 
vealed in the thinking and attitudes 
of extroverts and introverts. The 
study of personality traits is of prac 
tical value to business men, h 
pointed out, because those person 
who are most introverted can be in 
fluenced by methods that are not 
successful with the  extroverts 


' 


Praise, caution and exactness appeal © 


to introverts, he said, while athletics 
speed, chance and challenges appea| 
to extroverts. 
enumerated personality studies help 
ful to public relations managers in 
employe relations as well as psy. 
chological traits of value to adver 
tisers. 


The broad range of advertising ex: 
for 7 
close examination by delegates dur 7 
ing the convention was emphasized 


hibits which were available 


in a special screen slide discussion) 
by Haynes McFadden, publisher 


The Southern Banker, and secretary,” 
Georgia Bankers Association, Atlan 7 


ta. Particularly noteworthy was the 
typographic and layout quality 0! 
the specimens shown, a large pro 
portion of which were devoted t 
the educational and _ institutiona 
themes spotlighted by key speakers 


Practically all major media _ were 
represented in the exhibits, with 
newspaper advertising leading the 


parade and direct mail, radio, out 
door, rotogravure supplements and 
national magazines following it 
quick succession. 


Munsey to Publish 
Fiction Magazine: 


Frank A. Munsey Company, Ne¥ 
York, has announced publication 0 
two fiction magazines, All Americar 
Fiction Oct. 7 and Double Detective 
Magazine Oct. 14. 

Each will contain 160 pages ané 
will sell for 15 cents. 


——— 
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WINDOW DISPLAY 
IS ADVERTISING AT THE SALES SPOT 


All other advertising — magazines 
— newspapers — radio — car cards 
—direct mail—outdoor—lead your 
customers to the sales spot. 


DON’T LOSE THE FINAL PUNCH THIS 
MEDIUM GIVES TO A WELL-PLANNED 
PROMOTION 


For the maximum in professional installation 
service in Chicago and all of Illinois use 


217 WEST 
ONTARIO ST. 
CHICAGO 
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FOR EVERY FALT ALLE PTED 
FOR THIS FEATURE 


| This unusual copy in Minneapolis news- 
papers is being used by Cedar Avenue 
) Liquor Store to spotlight special prod- 
ucts with an effective product tie-up 
‘ on “facts.” 


‘HIRAM. WALKER 
10 OPEN DRIVE 
FOR NEW LINES 


Prepared Cocktails, Cordials 
Included in Expansion 


Je ceiien 


: 
Peoria, Ill., Sept. 16.—A new line 
of prepared cocktails, fruit liqueurs, 
\cordials and specialty items, manu- 
factured by Hiram Walker & Sons, 
will be given initial consumer pro- 
motion in time to catch the Thanks- 
giving heavy liquor buying season, 
it was learned today. The agency is 
Fletcher & Ellis, Inc., New York. 
Entrance of the company into the 
prepared cocktail field followed sur- 
)veys revealing an increasing mar- 
ket for such preducts. In addition 
to cocktails, the company will mar- 
ket rock and rye and sloe gin; apri- 
cot, blackberry, cherry, and peach 
liqueurs; and six cordials; creme de 
cacao, creme de menthe, white and 
green varieties; curacao; anisette; 
triple sec; and kummel. 

Each will be packaged in bottles 
that reflect the “best traditions of 
European practice,’ so that it will 
be possible to recognize creme de 
menthe by the customary long neck 
and bulging base of the bottle, and 
the other classifications similarly 
through conformance of the contain- 
ers to the traditional styles. 


New Wrinkles Added 


American 
Detective 


ages all 


—— 
—— 


It was pointed out, however, that 
this adherence to old-world drinking 
customs does not prevent the Hiram 
Walker company from bringing out 


A’ IMPOSING group of successful 
advertising executives find this 


a lucky number. It enables you to use 
@ Service consisting of ad-setting, en- 
3aving, printing and creative ability 
~all under one roof. . . Specially 
trained men are always on their toes 
‘0 Serve you so well that you will come 
back again, We can lighten your bur- 
dens — and at the same time produce 
better and more profitable printing 


{ 
 you—ata saving of time, trouble 
and money, 


Phone Wabash 7820. 


FAITHORN 


PORATION 


Pe NG - ENGRAVING - PRINTING 
WERMAM STREET. CHICAGO - WABASH 7820 


4 oR 
So 


distinctive bottles of its own special 
design. 

A further marketing angle consid- 
ered noteworthy by the company is 
the prominent mention on the bottle 
labels of the brands of the ingredi- 
ents used in mixing cocktails. For 
example, it will be stated on the 
label of the manhattan bottle that 
imported Martini & Rossi vermouth, 
a specially selected cocktail blend 
of Hiram Walker whisky, and An- 
gostura bitters were used. This 
practice, which will be extended to 
advertising, is expected to win im- 
mediate consumer confidence and to 
assure prospective buyers that 
Walker quality is being maintained 
in being combined with other qual- 
ity products. 

Supplementary to surveys of 
American acceptance of prepared 


cocktails, the company, through its 
distributors, Samuel and Martin 
Goldberg, conducted a product test 
from coast to coast and out of the 
sampling indulged in by hotel men, 
retailers, mewspapermen, barmen 
and others, a number of changes 
were made in the products to con- 
form to taste preferences exhibited. 
Similar package tests were made in 
an effort to insure the attainment 
of maximum marketing value from 
the bottles. 

A study is now being made to de- 
termine which media and what 
methods to employ in consumer pro- 
motion of the new lines. Mean- 
time, the company’s advertising of 
its old-line products is being con- 
tinued, with copy for Canadian Club, 
for example, confined to magazines; 
and with copy for Ten High in news- 


papers and two magazines, Collier's 
and Life. The company is also con- 
ducting its first fall campaign for 
Hiram Walker gins through quar- 
ter-page advertisements in maga- 
zines. 


Bugli Appointed to 
Insurance Posts 


Ralph W. Bugli has been appointed 
advertising manager for the London 
Assurance, the Manhattan Fire and 
Marine Insurance Company, and the 
Union Fire, Accident & General In- 
surance Company, all of New York, 
effective Oct. 1. 

Mr. Bugli succeeds Jarvis Woolver- 
ton Mason, who has joined the Na- 
tional Fire Group of Hartford, Conn. 
Since 1936, Mr. Bugli has been on 
the public relations staff of Edward 
L. Bernays, New York. 


Complete Light Film 
for N. Y. Edison Co. 


West Coast Sound Studios, Inc., 
New York, has completed a four-reel 
talking picture for Consolidated Edi- 
son Company of New York, entitled 
“Electrifying New York.” 

The picture dramatizes the story 
of Thomas A. Edison’s invention of 
the electric light and its introduction 
into New York, and shows the com- 
pany’s operation today in furnishing 
light and power for the city. 


Magazines to Bromberg 


M. D. Bromberg & Associates, Inc., 
New York, has been appointed adver- 
tising representative for Amigoe di 
Curacaco and La Cruz, Curacao, B. 
W. I. Amigo di Curacao is issued 
twice weekly in Dutch, Spanish and 
English, and La Cruz is issued once 
a week in Papiamento. 


example. 


division. 


troit News reach 


‘SKILLED LABOR 


THE HIGHER THEIR 
INCOMES THE BETTER 
THE NEWS COVERS THEM 


Take the skilled laoor classification, for 
This group comprises 36% of 
Detroit’s workers. As a group it has much 
higher buying power than any white collar 
60.7% take The Detroit News 
regularly in THEIR HOMES. The office 
workers comprise 20% of the city’s workers 
and 75.6% of them take The News regularly. 
52.2% of the store workers take The News 
regularly, as do 50.6% of those in the un- 
skilled workers’ classification. 


The better the buying power of any 
group, the more thoroughly does The De- 
it. 
owners whose homes are valued at $10,000 
or more, The News is taken regularly by 

88%. 632% of all Detroit homes taking 
any newspaper regularly take The News 


> 


Sahite 


Among the home 


= ‘— “Seer aw 2 —— oa Soe > ee 4 ee » y - et . 
+ és ys a 23 = . Pm f i : Le " 5 * sim ; 2 ra Chie, aigteed ae a Oe Ss aes Nagpe da eee ae 
age A yaet . ‘ we me EM, ory wi, yee ear q een ie ae ar : 2 ea wt z se : ef eae ne oH 2k es : Dnt) ce abad 
onl Bg 9 gt oa Oe la “4 ' 4 : " ‘ ’ Pees 
red” f 
. : 
Le ee = Bw 
| Ne eee bedi 
= | J Sag 
O° 3 
ae 
! ° — ™ o Se a 
od — my 
Attys ~- was carmen 72 OOmues | 
3 = Oo Bo 
“ 
| ‘ 
: | 
yeaa | 
S | 
F = | 
; ' - i 
n | s 
ee 
Fs Sig 
fate 
| aes 
d eae 
— 
' ne eas 
ee - ce et 
: hn RR nares ot REM pW Me Ms ae OE NM ATT es CE NR? RESO AE AND ROSIER TS EBD IN REE ITED RN TIES RAND S DOCH TY ‘ i 
Shao eax s . Sie es haee EOE CNS : . ? Z aS ; HS ELT N oe 
QSSEE ESAS tes BERD AR PRINS a She yeh : eRe é PRE as ca : SERGE x piss fe 
PE ate Mia Nee ne teste ERE I ES iccSeerrsees che ata Ay Sag 
Nae y _ ios: S = F< 1 
ho) — SORES ise 
nal EEN, AS se 
a J " Bath ered Sits : pai ee 
"> li oe] Bll 
a , : Z ye ; er 
—SSSSSSSSsSsSsSsSsSsS9m9S$9$9$@\_—_— , ‘ we eae 
: x a 
: SH Paige ore 
: J AYA ‘: 7 : — See ad aa 
~ a “| Nee Ry eesttcons aoe i : xs = +2 Fh toon . ae : es 
: ee P LO TEEN Se aes CE eS , Nes , nas “4 - 
; ar : : = RE We eon casa ‘ Sax ae ea ; 2 
RS Ss , ; RRENS, Sea ‘ SE Ae ae ? all 
‘ZC ’ J LB ook: RAGS SAR . ET etek BM she s BERN i: 
S CO BS oa “ ESL OS AN > ro! rd > ar aves % Rice “ 
“eh . lx A Naa. eat ty th le RRS SED rae SESSA a % De ete. . ran Fee nf 
i 3 j Hoge SCS: Casie Ne eee LOMO is SPIT ON cee = 
‘aad ; pA a a Sa ontarcxes a EUR tad —- 
te z PSS : « RASH oH eT eG Goes Q ES ial 
as = ‘ ae Sieh 2. ae aS Ma OER SY SCANS cS oe a a 
ar ' € a oe 3 ee oe es ae 
Bah: er a 3S 6 eres... 
Sia ir il 7..S : yaa hi ee 
“eee ae «6 WORKERS ~~ * 
a eS OS Bae Rescate! “air ieee 
yar ‘ Base See S Seti Sivan : 
ease iP ~ 8 Sse) tka Re 
B:: So 5 (e) PRHIH Sani Ra Nee : TE 
ee ‘ EN IS RET a ae, ee 
oe ‘ By RAR eo IO aaa Se OE : 2 ee 
PES fe Pease Seah neon oom Rapin” Raper eemc ete ego aes 
| Sra : SEGA RRA Bigs ae cea omens areca emmy 
ga SUNOS ci a NG Shea sete FR ee iar _ 
BPH ESS PASM hay SONS Ee PRs NE ea sed ae 
Seepreeneny Bins PEE RNS eS PaaS e Os SOY, ae 
Shits) ten . SOA RSP ty CR yaoi ay ee a pees aes ony Sage Shes a | i 
ot ‘ ra Re TUAMAN EL ered Od Le ad ON Bete atta * DES aN te i wef a 
' _ ota ORES : Sits Pere pea Roy Sey SaaS hep eh Pea eh 
! s R 5 > BNC SS AY aga te 
—— . i& Rape “ous PeNRReS Sg ee Ys RSCTA BS: ie Bs Dy 4 SS ee ee ute 
7 - - pe Sy SiS Oh PUPAE AL Sa (Shr =e Ra TY SRG IES 2 i Say, es 
___ pee i Oy MOG ae a 
; Ce ae tate Naps y 
as $ : = Lae Nay. 4 sa ase ter a ° Py BE age 3 
Peet TO pa my RR bd ag & TPES BS as hncy hl cage sedate nee chon o BESS ies, pee a 
Ch ER ree in SS SAR is ae ATER Ten Le La Oi G28 SPATS. Gone oe Port = en * 
o ESS OP REP I NER MeCN Mts: POE RAVEN Gee GaN patties acer peat ; & 
SSeS ea TES ae Re | oon) Ge an Sot TDR Yeap, Zs SOESASA NR: SOM NSS eat est ptees i 
~ CNS ORS RIG ESN a ar ete gS ee < Rape Rs EO SER RI A Sor a 
. Res 2 255 SER rau lan ae ae Earn e ; 7 . ‘ ; Vien WEES a : : 
5 2 HERS tu tent Saget Pa SSEIEEN ET y ¢ Rie Re A) 5 3 
: , LS PONS oat bred 7 . 
bad Sse INO eS eee 
ig 5 mm) ’ SPS Sos Gse ae SEH 
— 3 Bee) ‘ LER Rape ES ; Re 3 a Eanes WENN TRS BNI es : a 
’ , Oxi: ; ae = : Ses SUSE ENGR NSO OA ; gee wa EON a pea ng i aN s 
. RES SG ONS t ; SEH ioe SRI PRO Scan trete7)  DLOURL R Oeste WN SAE Prk Sie PE SH bre RS SE BESET NN RD SEP RG 
: EG et ie NINE E wy BAAR A 
ae F FEC SAPS RU eee saree ran iy LeDe: TR OY Speen eas a 
i _— Kiker emacs iia i es SH EU an een pv print ‘ 
ae ON “ a ig BOE Bectes a ; ae a cute Svan EOE ee ABE : 
i¥ — at ee Fase ithe AP ate ge EN SH i SEN BESS i) ysis 
{ : rea Bae ss sere geet ai ARUSHA eT AR Seo AA pemelis air ee 
‘gohe, Nissen oe caean STN Rasa tt atena aia. Doky ey Aiee BES es cee 
Be ae ee Hite ans a SS Bist SES Sh paces ita Boe OY bates Bas Sr, ay 
Be Sees yet Be Ne lca EES EAS i esate Sat eee eae ip eit glees 
“exe memcccen” OE 4 : Pe tea sate hes aa oe aa Ie ee UNG te Be eas eo Pamens ae % 
e we a igh Pier N Car slg 
: on S33 TR Oy, 2% ee 
a BOTAN sit yeas Bod SERN i x eS es tisssts 3 TRE AO Roe sar: 
f STEN et Seas RR * tea s eR SOBER SS Fi 
a CA BRS aoe aie wee: ieee tees SEG Biante tic usin y Re eae RSE i 
SE SEAB EY BES Tro ROO OS SRT RT aN Ss OER Rane cane Bataan ns Pere Bees etepee 
PTAA STL NR ae Eons SRN eo OSS LED eT ES ES; Grigio & Be Sea ; : 
RS Suan pelea Nei SFSU Pe ate ee HEC NER ee Deane ER ON eae) DN ard pen 
RAR RSE BNE Re Mee Wi Se NT SESAME ea uments aes : : 
Eeiff SS Sie Se ee ree at ee catia tea aa RAN S55 Gite ee aaa tga: SSR Pst SPE ¥ eh 
BE EA Pontes: Suisse eges if SSRs rf ve ast Ns) Sve raat Netcare fs 
. NS Vt aan: pas f . s a) ; P25" ote Fay Rete: . aCe tt Lvs 3 x4 eA wie % 
Base eres ee L SENN Pa ROR cate ARE ON Peat a eay See aS Rai ais ea REAR Dee a eS POS xy | 
F235) DEG eas MIN nici anmepee ee oe Soa ee Raye ee eee ean Barra ae a Wi BE arses Bae ROBE OR eft 
BESS OH i Ai oad Ht. as east SHITE Sy Wt acta cirzon Pesb aeg y-SecRNORa ocaaT e eel (ORS oS 
ae eka SORT RC sca poate a GREECE eects DCB GS Dis coabage Sieh teas Nena Fh na a L753 Say i. 
prtott el Sy . ¥, nS 73 So Se Si ea es Bipstods be STAs cast (NS sae Rinse ANG bop 
Oe eee ree iS USE i Sheets pape ESSE S NES Sean ae FERS NEE BASS HS : * 
ee Toe SEMIN Rion egy Selig dep bces Se SCN I venta ON IR Sit Oe a EBRier as tas ee 
— i? Ny as Rashes: SN aay eres ane gS ae | eee PERN PRE Not ast Rae ia SR ER th DAente aoe Se 
- RT 4d econ EERO PRR Reta COEESY LPS hic oneaes , eee apeest Witte PREM OT pastteer eet cae ETE Pry Rie tin SON eo | ee 
os Se ae Cra Ss ene aE ee RR AR Oe RE Oa EN Se oe SAS ERE on Sa PEACUAY i. 
| BERR eee PEAS SINS ot CPP URE TeH OO Ren nT Ee ECE NES RT 1k ASA canny sep ite ay ek ene pe sion Sees =a, eye 
ROR EAB AL BS Re Saini peacentot SESSA NEO ee eR oh NOS ate MASE eee 
es .@ toes YS SS, Sa Scien a Beare EAS ate ae 
> Sia aes Fe : ‘ eee F SN 8 RN CN pes SOAS ae: 
ud tree ae ee ee 7 f & s moetts t R Ue LS ES morale i OST aoe 2 Se: 
IRIE reece iee Ree TERT Ey : CABS te Nelo Biers ae csseeactigS RATA Ge caso eee a Bie eh Sars, 
Sate wasn Ge Rae a ce SE SESH Yr Seen Eee EO ECHR SN eer eave ee 
URN AeA) JERE I GT Ne ee ee ae Gate DSN NRU AN ar DER eG oo RY ats Baye : : 
Se cra PEL CRN RSC SRE ES 1S (23 BAC NOE NS oS IRR RE SONS Sarge ee, 
Bega he eat SONS a RUE SRB I Se PM Se re ea Nl aioe Hemera tetas MeO NA eae Beauties eee: 
: Sy Spa SEO ee Ne ARSE ED NEE OLE OSE OLED EG OUR NEE RG aS OTE. TROD RE Ne ORD icles sac 
SPE SS eit er UA OS Ee ee aa ra al eran a arene S74 Sipe oe AON Se re See eect EAS en 
PREECE SER StS Aaa sa tee ca a TN AR ea AE eric us ft ates ean en ros OVERURNEAED Fw CORON NY Reece ae eG Tee ae 
pero or aaa Gaia ee NSS PASEO PNG CS ee EGE OREM RUNS OL NA SOL DR ES Bagel ee aa ‘¢ 
Pinwiog crt Seas aa et d EiGStS Sere ARSE SAER SS GT SEA ENN A stack en ee ON sce Re Bae RRR TR se es Stes 
PS Aa A RR RE ROME TIERCE AE SION AR SEDO RE SOM EEN Tae SES RON: ert RNS PERS SSCA 
Ratan Aerie SS RS ee RSE Seay RSE cone Ris cs aor eo at ORR AC Se a SE eee EGR. ER Coe ia 
SONY SEE ST ILE CPS RE BS M3) SR SE GES I Nate ns ea oda ee Re ee DEPART E Nat SORA RL CoRR Sy ae 
RUSEDNS Seatac: See ae 8 SeoMne SNe ah SORE LABS aH as tent aa at oe tae SB SS SESS deer ae pores thin Bein: 
Bla ey a eae FORE ise Tees est i See CD REEL HD BS ree a TES ine eee Sages =: nk ape 
PRS higes bree ok tae ER I eT eat toe RARE Dents Repent oS BS ae i othe aaa SDE GN a his ate By) Cae 13 j 9 
"HIS RS tse eR at CE oe RN RES Fan Sh SORE ET Pee PR i hee 
se =, Csr Sty td Bos Bt 5 Ras ROTH SH oF sreance REN ISS aeee wheat Jt se - 3 Ree Arar SOGsSs ot ops ex ame ‘ ide 
Saas 3 Buea GAA NIRA RENE Basar forsee arg be eT ey ee Her SDR NY ap tents ay ergs a5 
NED BERG RR a fe ae ECs Ce eri ct aioe eR ap Tae oN a Na ae eco ORNS | KE. 
SOR a Son apres a es "tie So io” saat sates ean mdse linia Ao SOS ee URE SSO elses Brae r 3 
Seep pecs $ , “ SOS hy na treaat N  TeaERE  tpel C  T Sere we an gees ake 
WR soupeee Mae : : ( . 2 [ Was Bao DIR PSI ete eH Ri oe ORR eee rt Rae ce 
Mae seaes Re oN UN LASS FIED SRE S eae ees ee pare . mores — — noes . : ee eee 
Rt ca ap aN Se irs ea Sorp tthe - ra ame ene TRU REED Hk Heat is Bes Begtses BEE Bs Air ieeitter tee BOOS ES SE tos Se GSES EIN RCN Bon Germah cneae ea tairs Raa ett Senate eu 5 mek 
RARER SeOy ar A See Coe ACO BA Oa ie ae OR RC ERR ARENT sO ORS SR EC CSRS TAN Ia aes NE ae 7g ee eR CE SR a aise PANG one 
SERRA SAE OES MEE CRO a ag aay TEN Pea SRA MMRE DR I St a tA OA AN Se Me DUNES OT ee OS = ES rhe tee one SEEN no ER ae SUH a SE SRDS NE MIS Hiv ay SR NRSC ate 
ESTEE SCE OED oS A RD J aes *. SOO ee oes anes Lot. FOB YY ues ith a Si Sane er La SRR aT So ko Bi ne a en Sear rear iaetae = SON Se es eee ake 
pe RIEN AS SEA eR OAR RES J oO Asie a RE _* Percentage of Families Wit B ) Soe eS GE SS puso tere etapa Sea Ss a ea RE RR aT aT ea ney Se ae ae 
ab Ae pease ates ect se y! Rested Vos BOG Sees sf lst aay aes eee ke TSiee. SSE ERY EAR Yc PY Sons 8 DR Bis a OE Pe ore GRR Nate en Ree NOES ee ST ee 
oe cma PS deat, Que Employed Member. fo ee eek OR ae eG ty # 
H eae y sie OF ed - : +S REN * fF =~) S ee Plan rage AS SN oe Po ~ ( 9 aes 
7 ; et: Be te eat ge hy renee ae =e ’ eee a ae no A hg ee eS BGPP “* ers 
iT = : eae . a F “ : : 7: a as . * : ; okt <<. Sewer ele ac se 
: “| ae Fess sy a Fa sia eee Secs en 
x ae Eg p Sh Tee yeaa ah, 
ST. : . ie Jad ae Bae ge ee ae 
nae ae: oe eee ca game Rng gente 
fe) eT eee ee ig ag Ue ashe, Srey hs cee tee Ande 
2 ee ae eee , Ppiccae : 5 ae eae Po aa es, 
; ey ae eras ree ‘ ee ; ee ees iphoae 
=0 eo eee i : Bae aes : ; . s . 4 oe ere Se i “iG ors ean Bee x 
teat 3: ae ae ee ie kee Te ONE ide tans Same te? ae beret ee 5 iS a ear eee? 
a Ss ia Se gece Crees hal gl pe pe Pe pee te Ce eee Peet is HOME NEWSPAPER | Re eee ar eg? 3 SRS Re rae eo oe pai ee ye ae ee Rae es 
poe fe SRS aang Mak eaaihs Caney 2 Pte Pk) ne ene Ses eer nN er Ck ede oe =e ieee, ee ee ae Bek: esa ies cae RRS) i a , = 
Bee ie te ks Oe tee ae ae a. Rehan he Re ae a aie ORE NE aka Rae eae 
t . : i < i 4 * ‘ i a eEx. ; 
eta eaty, 
“Se gre 
. ~ | * . : ‘ eae 


err oe ie 


28 


ADVERTISING AGE 


Price Avoided 
in Libby Test 
of Retail Copy 


Chicago, Sept. 15.—Shaping copy 
in a fashion more like that to which 
housewives are accustomed, Libby, 
McNeill & Libby, Inc., has launched 
a “no price’ test campaign on home 
economics pages of newspapers of 
18 metropolitan cities. 

The experimental 
volves the appearance of weekly 
“Libby Food Flashes” which give 
prominence to three featured prod. 
ucts and subordinate attention to 
several others, gaining heightened 
interest in the fact that mention of 
price is strictly avoided. 

Copy ties in with menus printed 
in adjoining editorial columns, this 
introduction heading the opening in- 
sertion: 

“Plan your this-week menus 
around these Libby Foods .. . out- 
standing values in fine canned meat, 


program _in- 


"“Whamd another 


fruits, vegetables. See your dealer’s 
window for the prices.” 

The latter suggestion is intensified 
by copy following which directs the 
housewife to the dealer in every spot 
ordinarily containing a price figure. 


Copy Results Tested 


Complementing the newspaper ad- 
vertisements are posters in the 18 
cities similar in design and theme, 
with a weekly change schedule for 
the three spotlighted products. 

It is planned to continue the cam- 
paign for several weeks. Figures 
obtainable then will determine its 
future scope, with expansion likely 
if those results are favorable. J. 
Walter Thompson Company is the 
agency in charge. 


Ury in New Post 


B. K. Ury has resigned as account 
executive of Kelly, Nason & Winsten, 
Inc., to accept a similar position with 
Bowman, Deute, Cummings, Inc., 
New York. He was formerly con- 
nected with the New York Times, 
New York City Car Advertising and 
E. T. Howard Company, New York. 


3-WAY PICTURE 
SCHEDULED FOR 
OUTDOOR MEET 


St. Louis, Sept. 16—Final plans 
for the three-day program of the 
Outdoor Advertising Association of 
America convention, opening here 
Oct. 26, were announced this week, 
highlighting new developments in 
the field and designed toward im- 
proved co-operation in the future 
through presenting advertiser, agency 
and member viewpoints on various 
phases of the medium. 

Representative of major users of 
outdoor advertising, the general ses- 
sion will feature L. H. Spiner, ad- 
vertising manager, Shell Petroleum 


Corporation, and George F. Tilton, 
advertising manager, Anheuser- 
Busch Company. 

William C. D'Arcy, _ president, 


forceful 


seal of merit poster prom 


antiviral 


CONTINENTAL 
LITHO. 
corp. 


This new poster will be a highlight in E. 
freeze product, campaign when cold alee approaches. 


du Pont de Nemours’ Zerone, anti. 
McCandlish Litho. 


graph Corporation, Philadelphia, lithographed the poster. 


—— 


D’Arcy Advertising Company, will 
build up the agency’s side of the pic- 
ture, while G. R. LaWall, engineer- 
ing department, General Electric 
Company, will present “Modern 
Lighting Increases the Value of Out- 
door Advertising.” 


Statistical Service Offered 


W. Rex Bell, president of the as- 
sociation, will present the optional 
and new painted display structures 
and embellishments to association 
members for consideration and ac- 
tion in accordance with recommen- 
dations made last spring by the 
board of directors. H. E. Fisk, as- 
sociation general manager, will out- 
line the new statistical service on 
painted display which the associa- 
tion is preparing for recommended 
sources of business. 

Others on the session devoted to 
painted display include Charles J. 
Carmody, Outdoor Advertising, Inc., 
and Pierce Skelton, National Out- 
door Advertising Bureau, New York. 
Clinic presentations are also sched- 
uled by sales and operating execu- 
tives of member companies which 
have done outstanding work in that 
line. 

A second general session will fea- 
ture C. H. Uffeman, Outdoor Adver- 
tising, Inc., Walter J. Farrell, Hess- 
ler, Inc., and case histories of local 
poster sales. 

A poster advertising departmental 
is also planned, at which President 


Bell will present a new industry 
poster designed for use this winter 
John Paver, National Outdoor Adver. 
tising Bureau, is also to address this 
session. Mr. Paver will discuss the 
findings of the NOAB field service 
department and explain its objec. 
tives. 

K. H. Fulton, president, Outdoo; 
Advertising, Inc., will chairman a4 
session devoted to national advertis. 
ing. Speakers for this session, how 
ever, have not yet been announced 

W. R. Sauvage is chairman of the 


exhibit committee, presenting the 
work of Outdoor Advertising, Inc 
state associations, members and 


manufacturers of asociation ap. 


proved products. 


sthe 
pconst 
plates 


The new Jefferson Hotel will be 
the scene of the conclave. 


Consolidated Cigar 


Plans Campaign 


Consolidated Cigar Corporation 
New York, has announced plans for 
newspaper advertising campaigns for 
four of its brands starting the last 
week in September and continuing 
until Christmas. 

Harvester copy will be carried in 


more than 100 newspapers, Dutch © 
Masters copy will be released in 1)” 
frequent insertions will be~ 


states, 
made for 44s in New York State, and 
copy for Lovera will run in_ the 


Northwest. The campaigns are under 
the direction of Erwin, Wasey & Co,” 


New York. 


RMS and AMMUNITION | 


to 


IRE FENCING «+s 


Hardware dealers in the South and South- 
west carry a more varied line of goods, 
maybe no zithers, Zeppelins, or zebras, but 
a good share of the merchandise alphabet 
down to there; including harness, farm 


builders’ 


government census. 


buying centers. 


South. 


implements, sporting goods, tires, etc., in 
addition to the usual lines of shelf and 
hardware, kitchenware, tools. 


Hardware stores in the South actually aver- 
age 37 per cent greater sales volume than 
the rest of the country according to 1935 


Most of SOUTHERN HARDWARE'’S read- 


ers are located in small towns and rural 


SOUTHERN HARDWARE 


knows this trade from Texas to Virginia, 
and can carry your sales message to the 
widest possible list of such buyers in the 
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New Berry Bill Seen As 
Control Program Factor 


Washington, D. C., Sept. 16.—Over- 
jooked generally in the closing rush 
of Congressional adjournment, a bill 
introduced by Major George Berry, 
of Tennessee, new “Administration” 
senator, is being closely studied by 
Washington business representatives 
as a possible development in the 
Roosevelt business “control” pro- 
cram. Since his entrance into the 
Senate from the Council for Indus- 
trial Progress which he headed, Ma- 


jor Berry has been quietly sawing 


4 
S wood and saying little. 
| The Berry bill proposes setting up 
», “National Economic Board,” com- 
posed of the Secretaries of the Treas- 
ury, Interior, Agriculture, Commerce 
and Labor, the Attorney General, 
and five members to be appointed by 
Mthe President with the advice and 
Hconsent of the Senate. The bill stipu- 
Hates the type of appointees, calling 
ior an industrial employer, agricul- 
Ntural employer, industrial employe, 
yne with experience in the manage- 
nent of agricultural co-operatives 
nd the fifth to be designated as 
Schairman of the board. 


caw 


Inspired by Council 


“This bill is not a sudden inspira- 
ion, but has been worked out not 


paign 


oration 
ans for 
igns for 
the last 


itinuing © 


nly from the lessons learned dur- 
ng the NRA experiment but also 
nore particularly from the co-opera- 
ive discussions among representa- 
tives of management, labor, and 
ther interests represented by those 
nen who were on the Council for In- 
ustrial Progress,” Major Berry ex- 
lained today. “It is an expression 
f belief that proper solutions of eco- 
omic problems in a democracy will 
e by continued efforts at co-opera- 
Hive rather than by any restrictive 
@ repressive measures.” 
The bill provides that the board 


Brains measure incomes 


I's been my observation that people 
With the most brains make the best 
comes. Speaking generally, I believe 
that the half million people earning 
®,000, and up are way above the aver- 
a&e level of intelligence. 


hat is why we are deliberately editing 
HE DIGEST to appeal only to busy, 
rainy people. We'll never get mass 
rculation that way, but there is assur- 
Bre that the half million readers of 
HE DIGEST are mostly in the big 
Ping class—or are headed that way. 


m I were advertising one of the better 


; Suilding material, bottled-in-bond 
5.“ cctric razors, first-class trans- 
, on. or anything else that could 


attord 


led only by people of good in- 
> -;..{ would interest me that THE 

“EST reached most of those who 
- ie what I advertised — and 
% .° ‘ew who couldn't possibly 


me 


OUY 


an 


DIGEST 


eX about 


_advertising medium, THE 
is not spectacular. I can’t 
millions of readers, blanket 
: Mass-acceptance or other 
-. ‘Mportant to advertisers of prod- 
™ch all can buy. My only claim 
. readers of THE DIGEST 
“money to buy what they want. 


Be ‘Tage 


Nat the 


ALBERT SHAW, JR. 


PUBLISHER OF 
o 


The Digest 


Wo 
F REViEws 


L's Pisa 233 Fourth Avenue 
Ria New York City 


call conferences of employers and 
employes in industry, commerce 
and agriculture for the purpose of 
ascertaining the existing economic 
conditions in a particular activity, 
the need of legislation and the ob- 
jectives to be sought through legis- 
lation. 

The board would make recommen- 
dations for national state or other 
co-operative action looking toward 
improvement in economic conditions. 


Included in these are to be “reason- 


able standards for industrial and 
commercial relations.” 


Would Recommend Remedies 


It would also be the duty of the 
board to make continuing studies 
and from time to time submit reports 
and recommendations to the Presi 
dent and to Congress on the status 
and causes of unemployment and 
methods for balancing employment 
on natural resources, including “hu- 
man” resources, and their conserva- 
tion, protection and economic use 
It shall also be responsible for re. 
porting and recommending remedies 
for the causes of industrial disputes. 

The relationships as to produc- 
tion, distribution, consumption and 
values between agriculture and in- 
dustry are to be ascertained with a 


view to effecting balance between 
these two groups. Sources and uses 
of national income is on the agenda, 
including a continuing analysis of 
the utilization of public funds. 

The condition and trends of foreign 
values and commodity movements 
that affect industry, commerce, agri- 
culture, and employment in the 
United States also would come under 
the scrutiny of the board. 

The bill was referred to the Com- 
mittee on Commerce, of which Major 
Berry is a member. Plans are being 
made for hearing early in the new 
session. 


Earl Joins Yogg 
Elmer W. Earl, Jr., has joined 
Yogg & Co., Advertising, Newark, 
N. J., as account executive. 


Frederick New Editor 


John H. Frederick, consultant on 
the editorial staff of Electrical Whole- 
saling, has been appointed managing 
editor. For the past year he has been 
with the U. S. Bureau of Census, and 
since 1924 has been a member of the 
faculty of the Wharton School of 
Finance and Commerce at the Uni- 
versity of Pennsylvania. 


Barnouw to Teach 


Erik Barnouw, former Arthur Kud- 
ner, Inc., program director and script 
writer, will conduct a course at Co- 
lumbia University this fall on radio 
writing. The classes, to be held Mon- 
day evenings, are under the English 
department of the University Exten- 
sion Division. Prominent network 
executives, script-writers, and agency 
men will appear as guests. 


In 1936 the Buffalo Evening News 


the great state markets in the union. 
totaled 306,821 in the eight counties comprising the Buffalo market. 
business now booming in Western New York, 1937's figures will undoubtedly 


Market Led 28 States 
In New Car Sales... 


More automobiles are sold in the Buffalo Evening News Market than in 28 of 
In 1936 registration of motor vehicles 


With 


Figures compiled by the R. L. Polk Co. for 
“Sales Management” show that 1936 new 
car sales in the Buffalo Evening News 
Market were greater than in any one of 
the following states: 


Maine Kentucky 
New Hampshire Mississippi 
Rhode Island Tennessee 
_ Vermont Arkansas 
Nebraska Louisianna 
North Dakota Arizona 
South Dakota Colorado 
Delaware Idaho 
Florida Montana 
Georgia Nevada 
Maryland New Mexico 
South Carolina Utah 
West Virginia Wyoming 
Alabama Oregon 


be higher. 


Ownership of autos average 19 cars to every 100 persons in the nation as a 
whole, but in the Buffalo Evening News Market the average jumps to 22/2 
to every 100 population. No greater barometer of general prosperity is needed 
to indicate the purchasing power of residents of this area. Then too, the 
Buffalo Evening News has done a great selling job in automotive classification 
for it ranked second in the entire United States in automotive lineage in 1936.* 


If people can afford automobiles they enjoy good standards of living and the 
constant stream of new cars pouring into Buffalo by trailer, by boat and from 
the production lines of automobile factories located here is tangible evidence 
of the tremendous buying ability of Western New Yorkers. 


Meet and sell these prosperous people through the columns of their favorite 
newspaper, the Buffalo Evening News. 


*Authority Media Records, six day evening papers. 
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Edward H. Butler, Editor and Publisher 


Western New York’s Greatest Newspaper 
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51 Speakers Ready for 
NIAA Annual Conference 


Chicago, Sept. 17.—Fifty-one in- 
dustrial marketing and advertising 
executives, speaking with authority 
based on wide ex- 
perience, are 
ready to appear 
on the three-day 
conference pro- 
gram of the Na 
tional Industria! 
Advertisers As: 
sociation, open 
ing its 15th an 
nual conference 
Wednesday at the 
Edgewater Beach 
Hotel. William E. 
McFee, president W. D. Murphy, 
of the association general conference 
and chief copy- committee chairman. 
writer, The American Rolling Mills 
Company, Middletown, O., will pre- 
side. 

The program committee under the 
guidance of Rudolf W. Staud, sales 
promotion manager, Benjamin Elec- 
tric Mfg. Company, Des Plaines, II1.. 
and Herbert W. Stoetzel, advertising 


manager, Republic Flow Meters Com- 
pany, selected subjects after a six- 
month survey of industrial market- 
ing executives throughout the coun- 
try to determine the problems on 
which they needed help. Once sub- 
jects were determined for the pro- 
gram, the same group was asked to 
specify phases of the topics they 
wished developed by the speakers, 
who were given all the replies as a 
guide for building their talks. Ample 
time has been provided for discus- 
sion of every subject from the floor 
and case reports, thus making the 
meeting a conference in the true 
sense of the word. W. D. Murphy, 
advertising manager, Sloan Valve 
Company, Chicago, is chairman of 
the general conference committee, 
assisted by vice-chairmen Ervin J. 
Goes, advertising manager, Koehring 
Company, Milwaukee, and Oakleigh 
R. French, head of the St. Louis 
agency bearing his name. 

G. D. Crain, Jr., publisher of Apver- 
TISING AGE and Industrial Marketing, 


“The New Opportunities Confronting 
the Industrial Advertising and Sales 
Promotion Executive,” based on a 
nation-wide survey of what manage- 
ment expects of these men in their 
businesses. Linked closely with this 
topic will be the material phase pre- 
sented by How- 


ard Ehrlich, 
executive vice- 
president, Mc- 
Graw-Hill Pub- 


lishing Com- 
pany, New York. 
who will detail 
“The Greatest 
Industrial Mar- 
keting Oppor- 
tunity in at 
Least Twenty- 
three Years.” 
Mr. Ehrlich will 
advance facts 
and figures to prove that the time is 
now ripe for aggressive advertising 
and sales effort with ample rewards 
assured. 

In order to make advertising and 
sales activities more profitable in the 
industrial field, increasing attention 
has been given in the last few years 
to coérdinating the work and this 
subject will be treated by Harry Nea’ 


Bennett Chapple, 
dean of NIAA. 


is the first speaker on the program 


Baum, advertising manager, Fair- 
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Baum’s experience and study of this 
subject will be revealed in his talk 
on “How We Codrdinate Our Sales 
and Advertising Activities.” Discus- 
sion of the topic will be given by 
J. M. McKibbin ,Jr., apparatus adver- 
tising and sales promotion manager, 
Westinghouse Electric & Mfg. Com- 
pany and R. P. Dodds, manager of 
advertising and publicity, Truscon 
Steel Company, Youngstown. 


Chapple Addresses Luncheon 


Bennett Chapple, vice-president, 
The American Rolling Mills Com- 
pany, Middletown, O., will address a 
welcome luncheon Wednesday. 

E. T. Gundlach, president, Gund 
lach Advertising Agency, will open 
the Wednesday afternoon session 
with “How Present Day Tendencies 
in Direct Action and Indirect Action 
Advertising Affect Industrial Adver- 
tising,” advocating more reliance on 
the value of indirect action advertis- 
ing for industrial products. 
Industrial advertisers have given 
much study recently to consumer 
copy for ideas on dramatizing the 
sales message and will receive defi- 
nite suggestions along this line in 
“How to Add Sales Power and Ap- 
ply Showmanship to Industrial Copy,” 
»y Kenneth M. Goode, Ryan, Leach 
& Goode, Inc., New York, author of 
“Showmanship in Business” and 
“How to Write Advertising.” A case 
report will be given by Harry W. 
Fortey, advertising and sales promo- 
tion manager, Warner and Swasey, 
Cleveland. 

The advertising budget and its ap- 
portionment comes in for attention 
under “How Much Shall We Spend 
for Advertising and Where Shall We 
Spend It Profitably?” by Arthur W. 
Ramsdell, Ramsdell and Haase Di- 
vision of Daniel Starch, Commercial 
Research, New York. Discussion 
will be given by R. Davison, man- 
ager, market development, The New 
Jersey Zinc Company, New York. 
The place of the sales letter and 
its proper usage in the industrial ad- 
vertising program has been a matter 
of much discussion in the field and 
will be covered by four case reports 
including: Herbert V. Mercready, ad- 
vertising manager, Magnus Chemical 
Company, Garwood, N. J.; K. A. Red- 
field, assistant general sales manager, 
Rockbestos Products Corporation, 
New Haven, Conn.; W. J.. Ramsey, 
advertising manager, Mathews Con- 
veyer Company, Ellwood City, Pa.; 
and E. L. Oldham, advertising man- 
ager, The Cleveland Rock Drill Com- 
pany, Cleveland. Supplementing 
these reports will be a report of the 
NIAA Direct Mail Investigation Com- 
mittee, by Elmer J. Kopf, advertis- 
ing division, Republic Steel Corpora- 
tion, Cleveland. 


Catalog Problems Covered 


The annual reception to the as 
sociation by business paper publish 
ers will be held Wednesday evening. 
Catalogs are an important part of 
industrial advertising programs and 
will be covered by F. Ware Clary, ad- 
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Coming 
Conventions 


Sept. 20-21—First Southern New, 
paper Mechanical Conference, Ty, 
wiler Hotel, Birmingham. 

Sept. 21-23—Life Advertisers Aggy 
ciation annual convention, Old Pojy, 
Comfort, Va. 

Sept. 22-24—National Industrig 
Advertisers Association annual ¢op, 
vention, Edgewater Beach Hote 
Chicago. 

Sept. 29-30—Annual meeting, Ng 
tional Association of Sales Finang 
Companies, Stevens Hotel, Chicagy 
Oct. 4-7—Mutual Insurance Adve) 
tising-Sales Conference, Pantlan! 
Hotel, Grand Rapids, Mich. 

Oct. 10-183—Mail Advertising Sery. 
ice Association annual convention 
Hotel Cleveland, Cleveland. : 
Oct. 13-15—Direct Mail Advertis 
ing Association annual convention 
Hotel Carter, Cleveland. 

Oct. 18-19—Fall conference, News 
paper Advertising Executives Aum 
ciation, Medinah Club, Chicago. | 

Oct. 19-20—Inland Daily Press As 
sociation fall convention, Sherma) 
Hotel, Chicago. 

Oct. 21-22—Annual convention) 
Audit Bureau of  Circulations 
Stevens Hotel, Chicago. 
Oct. 21-22—Pacific Coast conven ~ 
tion, American Association of Adver 
tising Agencies, Hotel Del Monte, 
Del Monte, Cal. 
Oct. 25-28—Annual convention ~ 
Outdoor Advertising Association of 
America, Hotel Jefferson, St. Louis” 
Oct. 25-28—Advertising & Sale 
Club of Toronto, Inc., annual exhibi7 
tion, Royal York Hotel, Toronto. — 
Oct. 20—Annual convention, Agri 

cultural Publishers Association, Ste 
vens Hotel, Chicago. 

Oct. 27-30—Annual meeting, Asso 
ciation of National Advertisers, The 
Homestead, Hot Springs, Va. 


Whisky in Fall Drive 
Gooderham & Worts, Ltd., Detroit” 
Mich., will increase newspaper a¢ 
vertising 300 per cent this fall, ac 
cording to an announcement mad 
by Fletcher & Ellis, Inc., New York! 
agency in charge. Insertions wil) 
average several times as large a 
those last fall, and the list of news * 
papers has been increased to 100. I | 
addition, a series of page and two doy 
column advertisements will appea | . 
teri 
Opens Lens Campaign of | 
Soft-Lite Lens Company, Inc., Ne) 
paign to promote eye-care and ¢é 
plain light-absorptive lenses as ! 
Ayer & Son, Inc., New York, is advert} 
tising counsel. 


in five magazines. 
York, is launching a national cam 
protection against excess light. N. W 2 ° 


cinnniegnemeennes Nar 

Meeks Appointed Jat 
Walter Meeks, Atlanta, Ga., pu 

lishers’ representative, has bed yea 


named advertising representative ! 
the South for Sports Afield, Mint 


sor | 
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Co-partners in Production 
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HHA 


Phone: Harrison 3732 + 


HON 


Nothing pleases us more than to have a Produc- 

tion Manager, Art Director or Advertising Man- 

ager feel that we are his co-partner in production. 

And many do. Why not? We’re mighty well qual- 

ified—by education, experience and desire to 

serve. How we would like to get you in that peace- 
ful state of mind! 


PARTRIDGE & ANDERSON COMPANY 
712 Federal Street, Chicago 
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“For 15 years, The Market Data Book Number of 
ation of 


DUSTRIAL MARKETING has served as the standard 
«sau peference work for thousands of merchandising, sales and 
‘oto advertising’ executives, as well as advertising agencies. 
Se This new 1938 edition will surpass all previous editions in 
uality and thoroughness of editorial content. It contains 


three broad types of statistical and research material: 


ivention, 


ng, Asso 
sers, The 
Ja. 


rive — 
, Detroit 
paper at 
; fall, ac 


The basic information about every market, such as 
* total value of products produced, number of manu- 
facturing plants, number of wholesale and retail outlets, 
: Mistribution of sales volume and plants by states, break- 
ot @own of products made or sold, types of machinery, ma- 
"terials and supplies used in the industry, buying habits 
vaign | 0f the industry, busiest season of the year, etc., etc. 


Inc., New 
onal cali 


on 2 Every detail you need to know about every business 
sit Vet Paper serving any particular industry, including 
hame and address of publication, subscription price, circu- 
ted lation, frequency of issue, advertising rates, size of page, 
Ga., pu ‘. ° e e,° 
has web year of establishment, classification of readers by position 
‘or kind of business, etc., etc. 


21d, Mintt 


| 


m5) A complete descriptive list of market data infor- 


~* mation which can be secured from business publishers 


—_———--- 4 


act-killed Pages 


arket Data Book Number 


You will find this 350 page volume being used constantly in your 
office because it is the handiest reference work of its kind ever pub- 
lished. It is full 9x12 inches in size. Handsomely and durably bound. 
Weighs almost three pounds. It places information about every business 
at your finger tips. 


All information about any field is in ONE place 
The Market Data Book Number is so arranged by markets, 
that everything you want to know about any field of trade 
or industry is available in one place, without the necessity 
of cross reference to some other part of the book. 


An indispensable service 


INDUSTRIAL MARKETING does not do original re- 
search for this statistical issue. It confines itself exclusively 
to the important task of collecting, editing and correlating 
every bit of existing data about a market or an industry. 
Reports of the Bureau of the Census, Bureau of Foreign 
and Domestic Commerce, the Department of Agriculture 
and the numerous other governmental bodies, plus market 
research reports of trade associations, industrial and 
commercial organizations, business papers, and research 
organizations, are analyzed and summarized, so that the 
reader of The Market Data Book Number gets—in one 


*® only publication devoted exclusively to the problems of merchandis- 

3. Selling and advertising to industry, is worth many times this small sum 
eotyye!  PMthout the special Market Data issue. With the special 350-page statistical 
“ue being supplied without extra charge to all subscribers, the bargain 
‘'00 good to miss. Fill out the couponnow. . . 


SCOHSSHSSHSHEHSHSHSHESe - SHOHHSHSHSHHSSSHHSSHSHSHEHSSESSHEHSHSHSHESES SEH OHHH HHS DEHEHOEESS 


n Serving each field, so that you can make a more thorough volume —a summary of every bit of available statistical 
Investigation of any field, if you care to do so. and research material. 
{lo Make Sure of YOUR Copy — Mail This C Tod 
Prou can h is 350-page issue, filled with factual materi ee RE igo teanaietachete agence srt oc dace he: 
t.. ave this 350-page ual material and statistical INDUSTRIAL MARKETING, 100 E. Ohio St., Chicago 
4 ata, plus the 12 other monthly issues of INDUSTRIAL MARKETING, for Enter my subscription for one full year, starting with the October issue, 
g only $]. There is no other way you can get it INDUSTRIAL MARKETING and including the big Market Data Book Number, to be issued Oct. 25. I en- 
z , close $1 in full payment. 
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51 Speakers Ready 


for 


NIAA Annual Conference 


(Continued from Page 30) 


vertising manager, Crouse - Hindg 
Company, Syracuse, N. Y., who will 
tell from his experience in building 
one of the biggest books in this 
classification, “How to Plan Catalogs 
and Produce Bulletins and How to 
Use Them for Maximum Sales Re- 
sults.” John Smothers, advertising 
manager, Lincoln Engineering Com- 
pany, St. Louis, will give discussion 
on this subject. 

Practical and useful suggestions 
on “How to Organize and Carry on 
Market Research Activities and How 
to Apply the Facts,” will be given 
by Lyndon O. Brown, merchandising 
and research department, Lord & 
Thomas, Chicago. 

A. W.. Seiler, president, The 
Cramer-Krasselt Company, Milwau- 
kee, is chairman of a panel discus- 
sion which will develop the subject, 
“How to Eliminate Waste in Adver- 
tising and Secure Greater Effective- 
ness from the Advertising Dollar.” 
Participants will include Robert A. 
Wheeler, International Nickel Com- 
pany, New York; Van B. Hooper, 


The Louis Allis Company, Milwau- 
kee; Edwin J. Heimer, Barrett-Crav- 
ens Company, Chicago, and A. E. 
Hohman, Blaw-Knox Company, Pitts- 
burgh. 

The matter of public relations, 
which is being viewed with increas. 
ing interest as an activity for the in- 
dustrial advertising executive, is 
scheduled for intensive treatment, 
under the general title of “How 
the Industrial Advertising Manager 
Can Assist in the Public Relations 
and Employe Relation Program of 
His Company.” Charles McDonough, 
advertising manager, Combustion 
Engineering Company, New York, 
will present “The Opportunities for 
More Effective Public Relations,” 
and James P. Selvage, director pub- 
lic relations, National Associatior 
of Manufacturers, will outline “New 
Approaches to the Industrial Pub- 
lic Relations Problems.” Case re- 
ports will be given by Charles M. 
Reesey, advertising manager, Cin- 
cinnati Milling Machine and Cincin- 
nati Grinders, Inc., and W. W. 


French, sales promotion manager, 
Dodge Manufacturing Corporation, 
Mishawaka, Ind. 


Films’ Use Covered 


The Thursday afternoon session 
will be opened by H. von P. Thomas, 
merchandising manager, Bussmann 
Mfg. Company, St. Louis, who will 
explain “How to Evaluate and Select 
Trade Publications Best Suited to 
the Industrial Advertiser’s Needs.” 
Discussion will be given by Wilford 
York, Hoffman & York, Milwaukee, 
and Louis J. Ott, advertising man- 
ager, Ohio Brass Company, Mans- 
field, O. 

Increasing use of motion pictures 
and slide films in the industrial mar- 
keting field gives this subject promi- 
nent position on the program and 
will be handled by L. B. Sizer, N. W 
Ayer & Son, Inc., Detroit, talking 
on “How to Use and Not Use Indus- 
trial Motion Pictures.” Discussion 
will be given by Ralph W. Read, 
general manager, Promotional Films, 
Inc., New York, and S. A. Knisely. 
director of advertising, Republic 
Steel Corporation, Cleveland. 

Significance of reading habits of 
industrial executives in reference to 
industrial advertising will be pointed 
out by Archibald Crossley, Crossley. 
Inc., New York., who will reveal the 
results of a nation-wide study on 


TIPS ON 


SALARY CENSUS 


Among U. S. markets, Los Angeles 
County has the: highest percentage of the 
well paid professions—architects, law- 
yers, doctors, executives, who make from 


$3,000 to $20,000 a year. 


note: ‘The Times coverage of all fam- 
ilies here with income of $1,700 and 
better is nearly twice that of any other 


Los Angeles newspaper. 


chain 


businesses report that the unit of sale 
here is greater than anywhere else in the 
country. ‘To reach a huge number of the 
good spenders in this market—215,768 
families who get The Times on week- 


GOOD 
SPENDERS 


Insurance agencies, 
department stores, 


ums, many other 


TTT TY 


PAINS 


Advertisers’ 


you sell. 


TWICE YOUR MONEY’S WORTH 
THE “PURLINE” measures adver- 


tising costs here in an utterly new way. 
A Purline is the cost per line per billion 
dollars of purchasing power reached. 
lor The Times, it is only 47¢ 
Los Angeles newspapers, from $1.00 to 
$1.16. Thus, in Los Angeles, The Times 
doubles the sales expectancy of adver- 
tising dollars. For further Purline data, 
or information on local selling problems, 
write The ‘Times, Los Angeles, or Wil- 
Lawrence 
York, Chicago, Detroit, San Francisco. 


ie LOS ANGELES TIMES 


LARGEST MORNING CIRCULATION IN THE WEST 


shoe empori- 


liams, 


days, 343,415 on Sundays—you pay half 
the usual cost. See “Purline” below. 


GROWING 


Lending additional 
Angeles County’s title of ‘America’s 
fastest growing metropolitan market” 
is this fact: During 1935 and 1936 it 
led all U. S. counties in number of real 
estate transactions. 
unusual growth is demand for things 
For all the facts on this ex- 
panding market, write The Times. 
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Gruen Watch Company, in large space 
magazine copy, gives the answer to a 
teaser campaign with announcement of 
accentuation of the curve in its Curvex 
wrist watches, designed to fit the wrist, 
and adding a curved movement. 


“How Reading Habits Influence the 
Choice of Media.” 


To Dramatize “ABC's” 


A feature of the Thursday after- 
noon session will be a dramatization 
of “The ABC’s of Industrial Adver- 
tising,” in a visual presentation spon- 
sored by the Chicago Dotted Line 
Club and the McGraw-Hill Publishing 
Company. The participants include 
J. M. Rodger, vice-president, McGraw- 
Hill Publishing Company; B. C. 
Bowen, Boot & Shoe Recorder; H. E. 


Hilty, Factory Management and 
Maintenance; R. N. Whittington, 
Business Week; Walter Painter, 


Power Plant Engineering; and Al- 
bert Hauptli, Jr., Electrical World. 

The annual banquet, featured by a 
floor show of the cream of Chicago’s 
night club entertainers, will be the 
high spot of the entertainment phase 
of the meeting. Social activities for 
the unusually large attendance of 
women will run through the entire 
three days under the direction of 
Mrs. W. D. Murphy, chairman of 
Ladies’ Hospitality. 


Problem Clinics Scheduled 


Fulfilling the demand of the NIAA 
membership for some years for par- 
allel problem clinics, a series of these 
will be held on Friday morning on 
the following subjects with the as- 
signed chairmen: 

“Industrial Advertising and Sales 
Promotion Problems in_ Selling 
Through the Wholesaler;” chairman, 
C. F. Conner, manager of sales pro- 
motion, Mechanical Division, B. F. 
Goodrich Company, Akron, O. 

“How to Write Better Letters and 
How to Maintain and Develop Indus 
trial Mailing Lists and Use Them 
|Effectively;” chairman, Homer J. 
Buckley, president, Buckley, Dement 
& Company, Chicago. 

“Securing Greater Returns from 
Trade Shows and Exhibits;” chair. 
man, R. L. Gibson, manager, Indus- 
trial Division, Publicity Department, 


i 
General Electric Company, Scheng. 
tady, N. Y. 

“Production Methods and Mecha, 
ics of Advertising;” chairmay 
Walter E. Schutz, assistant  sajp, 
manager, Perfex Controls Company 
Milwaukee. Discussion by W, | 
Brockson, vice-president, Commergig) 
Advertising Agency, Inc., Chicago, 

“Selling the Engineering Contragt. 
ing Industries;” chairman, E, j 
Goes, advertising manager, Koehring 
Company, Milwaukee. 

“Sales Training and Visual Sale 
Presentations;” A. H. Fenshot 
president, The Fensholt Company 
Chicago. 

“Industrial Motion Pictures ang 
Slide Films—Their Production ang 
Distribution;” chairman, Ralph w 
Read, general manager, Promotiona} 
Films, Inc., New York. 

“Sales Promotion and Advertising 
Department Organization and Bud. 
gets;” chairman, Keith J. Evans 
sales promotion manager, Inlang 
Steel Company, Chicago. 


Give Display Awards 


In addition to the regular pro. 
gram of talks and discussions, a hig) 
point of interest of the annual NIAA 
conference is the display of advertis 
ing and sales literature by its mem 
bers. Awards are made for the bes 
campaigns under six classifications 
These awards and also those to be 
made this year for a new emblem de 
sign for the association will bh 
given at the annual meeting sessiop 
on Friday afternoon. Other feature 
of this session are election of officer; 
and directors, and reports of several 
important committees, including the 
annual budgets survey. 

The Chicago conference will set a 


new record for attendance in the his.) 


tory of the NIAA, Bert R. Graf 
advertising manager, The Creamery 
Package Mfg. Company, Chicago, pre. 
dicts on the basis of expressed inter. 
est and advance registrations. Mem. 
bership of the association has had a) 
rapid growth during the year and 
now stands at approximately 930. — 
Chairmen of other committees in 
clude: Panels and exhibits, G. A 


Hansen, Steel Sales Corporation; at: 


tendance promotion, H. D. Payne, 
Chicago Molded Products Company; 
entertainment, Ralph E. Williams 
B. F. Gump Company; 


Company; 
Gardanier, R. G. Haskins Company 

The Engineering Advertisers As 
sociation, Chicago chapter of NIAA 
will act as host to the conference 
with the assistance of its neighbor 
chapters, Industrial Marketing Coun 
cil of St. Louis and the Milwaukee 
Association of Industrial Advertis 
ers. 


Two to “Time” 


Dudley Fay, formerly vice-presi: 
dent and account executive of J 
Walter Thompson Company, Chicag0 
and Robert N. Mann, formerly i? 
charge of the New York state ani 
Pittsburgh territory for House 
Beautiful, have joined the New York 
advertising staff of Time. 


—— 


National 
Representatives, 
Edward Petry & Co., 
Inc, 


NASHVILLE, TENN. 


* Ip: 
The WSM Market, primary and sec- 


ondary, contains 6,141,100 people! 


Owned and operated by The National Life & Accident Insurance Co., Inc. 


50,000 
WATTS 


publicity.) 
Stuart G. Phillips, The Dole Valve™ 
transportation, P. Mj 
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NEW PRODUCT 


Baldwin Laboratories, Saegertown, Pa., 
introduces a scented floor wax in this 
new package. 


ADVERTISERS IN. 
INDUSTRY SPEND 
MORE FOR SPACE 


NIAA Issues Annual Survey 
of Budgets 


Chicago, Sept. 16.— Industrial ad- 
vertisers devoted a larger proportion 
of their 1937 budgets, in comparison 
with 1936, to use of business and 
trade publications, publishers’ cata- 
logs and directories, art work and 
engravings, advertising to the gen- 
eral public, their own catalogs and 
product literature, motion pictures 
and still films, house organs and 
conventions and exhibits. 

A decline was reported in employ- 
ment of direct mail and other promo- 
tion literature, editorial publicity, 
and market research. 

These are high lights of the an- 
ual survey of industrial advertising 
budgets conducted by National In- 
dustrial Advertisers Association, just 
issued. Copies of the survey are be- 
ing distributed without charge to 
members, others being assessed $1.50. 
Milo E. Smith, advertising manager. 
Chicago Bridge & Iron Company, an- 
alyzed returns from the current sur 
vey. 

Fewer companies reported this 
year than last, the current number 
being 1384 compared with 225 last 
year. While some non-members of 
the NIAA were included in the list 
‘to which questionnaires were sent, 
a large majority of the replies came 
trom members. 

The prosperity prevailing in indus- 


| ‘Answers ToYour Questions 


WHO IS 
SELLING IT? 


e 
lv IN WHAT KIND OF HOMES 
'S IT BEING INSTALLED; NEW OR OLD? 


\\ WHAT TYPE OF FIRING EQUIP. 
\. MENT IS BEING USED? 


STACLES TO 
SALES? 


a = 


ELL informed sales managers 
call it most accurate 1937 
alysis. A survey of 31 air 


litioning markets. 


d for your copy of this valuable 


ar 0k today. 


HEATING JOURNALS, INC. 


) 
32 Madison Ave. New York, N.Y 
ees 


trial circles was revealed by 1937 
business volume averaging 93.1 per 
cent of plant capacity, compared with 
77.7 per cent a year ago. Advertis- 
ing expense of all groups reporting, 
regardless of size, averaged 2.20 per 
cent of net sales, compared with 2.05 
per cent in 1936. Sales expense in 
1937 was 13.7 per cent of net sales, 
compared with 14.1 per cent a year 
ago. While 40 advertising budgets 
were unchanged since 1936, 84 re- 
ported increases averaging 39 per 
cent, and 10 decreases averaging 14 
per cent. 

The division of the advertising 
budget for the two years was given 
as follows: 

Business and trade publications, 
space only—1937, 35.3 per cent, 1936, 
34.6 per cent; 
directories, etc., 1937, 4.1 per cent, 


publishers’ catalogs, 


1936, 3.6 per cent; art work, engrav- 
ings, 1937, 7.6 per cent, 1936, 6.6 per 
cent; advertising to general public 
1937, 2.4 per cent, 1936, 3.6 per cent; 
own catalogs and product literature, 


1937, 16.2 per cent, 1936, 16.1 per 
cent; 
Direct mail and other promotion 


literature, 1937, 11.8 per cent, 1936, 
12.7 per cent; distribution and post- 
age for direct mail and other promo- 
tion literature, 1937, 1.9 per cent 
1936, 2.6 per cent; house organs, 
1937, 3.2 per cent, 1936, 3.1 per cent; 
conventions and exhibits, 1937, 3.8 
per cent, 1936, 3.7 per cent; editorial 
publicity, 1937, 0.3 per cent, 1936, 0.6 
per cent; motion pictures, still films 
etc., 1937, 0.7 per cent; 1936, 0.6 per 
cent; administrative expense, 1937, 
8.1 per cent, 1936, 8.4 per cent; 


traveling expense, 1937, 0.4 per cent, 
1936, 0.5 per cent; market research, 
1937, 0.1 per cent, 1936, 0.3 per cent; 
miscellaneous, 1937, 2.9 per cent, 
1936, 3.0 per cent. 


Cammeyer Shoe Moves 


After Oct. 1, Cammeyer Shoe 
Shops, Inc., will be located in its new 
building at 448 Fifth avenue, New 
York. Federal Advertising Agency, 
Inc., New York, has been appointed 
advertising counsel, with Charles M. 
Freeman in charge. 


Two Name Bridge 


Carlile & Doughty, Conshohocken 
Pa., batteries, and Victor Mauck 
Seamless Copper Tank Company, 
Norristown, Pa., have appointed 
Henry P. Bridge Company, Phila- 
delphia, as advertising agency. 


“Point-of-sale identification recalls to the 
minds of the prospects the countless ad- 
vertisements they have read about these 
merchants, the radio programs they have 
listened to, and the good impression made 
by continuous advertising. 


“ , . . Identification at the point-of-sale 
retains old customers. People who have 
patronized certain grocers, druggists, ser- 
vice stations in their community will more 
quickly patronize dealers similarly identi- 
fied when shopping in new communities. 


Quoting directly from Mr. Paul R. Fritsch’s (Advertising Dept., The Goodyear 
Tire & Rubber Co., Inc.) article in February ‘Printers’ Ink Monthly” (page 36) 


‘... Point-of-sale identification influences 
last minute shoppers. ... after the printed 
pages of national advertising have been 
discarded, after the radio programs are 
over, after direct-mail has been read and 
supposedly forgotten, point-of-sale iden- 
tification renews the good impressions 
made by these media. ... a constant and 
faithful ally working night and day .. .” 


Be certain your dealer identification 


signs are in fadeless, life- 
time porcelain enamel. 


EDUCATIONAL BUREAU 
PORCELAIN ENAMEL INSTITUTE, Inc. 
612 North Michigan Avenue, Chicago 


PORCELAIN ENAMEL 


i 


Houbigant Extends Its 
Newspaper Advertising 


Houbigant, Paris, has extended the 
list of newspaper advertisements for 
its new product, Eau Florale Con- 
centree, to 20 additional cities. 

A special campaign on Fougere 
Royale Preparations for men has 
also been released in magazines and 
newspaper rotogravure sections, and 
class magazines are being used for 
Presence and Country Club perfumes. 
Lawrence C. Gumbinner Advertising 
Agency, New York, handles the ac- 
count, with Milton Goodman in 
charge. 


Tebault to “Record” 


A. H. Tebault, formerly with the 
Tallahassee Democrat, has been ap 
pointed business manager of the 
Record, St. Augustine, Fla. 


ee : te “oe 2 as an? , yr Saas : oh Ms E i io ‘ j . =2 on . 
. 3 
, 1937 pe a = Reig 
— Neen eee eee — - Nee . . — ST ———— 
—> . | 
- aa | Po 
lechap. ' | ; 
"Map s j -_ 2 
Sales me Ry ' Ne | 
m pany _ =< : ‘ 
bi ay = i _ 
mercia] 
cago, a 
tract. a | 
E. J : 
-nsholt s y | } : 
i reurousuine \ es , 
Bee” ff ie 
D/ : | | | a 
{ i . Be ¥ Pre ; 4 ———————— eee y 
g , an tg? a oS, OR ee - % Ff oa 4 
3 | ate ace eatin ee 2 SINE grid pes re 
: pr edliaeae ree . cae 
4 = 4 : ba 
; oe 
= il 2 3 
opeaamee = ae 
4 : OO ele Panay 4 
Ries " ; Md / ; : 3 . fy 3 i" eC fex 
| ee iy 3? ¥ EA My) y ame 2 ee os er 
is . Mee PS 4 fi ; 1c) Anime Pe” Aa i as s oe 
;  =—_ ia ; j ae 40 Ree ae wt Og | tia 
: i . es i j | eae ds Z <i ro Pes Oe 
~ veg eel eS : , : ye Bi: ; Papas 
ae ce ae . | eee sy ae 
as —— ¥ fel te ae (GOODFYEAR oe 
ae, : “ea et Pee Ft PS em . rae, 
“2 3] ey, eA +g. #£ © > TIRES @& ce tee 
7 - ti 1@l gh SF 0 ee “ F oar 
ws Coe) 2) 2) eee oe ee a 
ae. -F fee es BP RE eS ee ee se ae : 
Sopa ~ = ws 7 oe Tae o Lal : sO Ce Me oe a : 5 
~ i 7 |r a 2 Pp 4 ee: age at Sig ce SS gO — ae” 
2 = a + - ight at é rae. son eae 
pltians GOODS YEAR gi Se ees ee i ‘ ene gee 
| 3 , ; a :* as - ae ba : 3 At 
: Ga ee i ek S 2 ae a ie ie, if 
s : i .. a a a xin Se ae 
4 i 2) we 5 ee f i ee . 7 = ee Ni ie Soe ay s ate =e 
EC es ria —_— =. 9° ae e a i , ie Paka a 
rave o- (ee ce \ eee ae 1 a. a ee 7 of LF I a ch aS 
Williams 7 ee Pa i. AL] & i ae Fa ‘Se oy ‘4G BE ie 
publicity | e ooan he t y ey . Se eet Hite EO 
1, P.M P : ae Rf SR 
Jom any 4, ]} 7 ‘ yo eR cas RS. , oe ae tte as wore 3 + Seats a See : Lie) s ” 
: /, - ee eS a ek A 
: ‘ ‘i : i q - } oh Ga { 4 
Seay a Pee bo aig Lk § ae Ne 8 ve 
P 5% om ried : ¥ ave . “ “ak z 
ip sary as eae > 
Jane 
ae 
a en EL TS TT RRR Ne 3 a 
SS aa7Z | a ine, 
bade 
i 3 
| | ae 
| , H 3 ——— bce 
tH) ei A 
| Hl Baar! 
} | || ia Baty: a 
HH ae 
HHH Bort: 
HII] 5 5 flea ieee 
lI) = 4 a 
| TEN Aly See 
| ¢ AMEL y . 
> ofa eo: alee, 
\ F ee 
WHAT ARE THE OB, Sy oh 
ig 
| ieee 
l ! siete | . bd ° een 
| e. | & a ee 
rt ss ghee _ 
000) R mea | | i 
S SC = 
ais : . S 
ee  % 
| a 
ws eee 
. sre s Ce Pe 
<a 
Ate 
So ee aa! hoy al A +. : ietes Bae as £ im St, AES arate ae Are q aaa SW A ie aod “ te rit x wes i a ab ey ive . Sigh Be ee eed: as - “Tyee e Mdgias Saye Aeon cry raged setiat ie 7 gs pe : E DR Saas eee Nh oe i path 


34 ADVERTISING AGE September 20, 1937 


Radio Editors 
Adopt Code at 


First Conclave 


Chicago, Sept. 14.—-Pointing to- 
ward more unified standards of radio 
news broadcasting, the Association 
of Radio News Editors & Writers, 
staging its first convention here last 
week, adopted a code of ethics, 
based primarily on the canons of 
journalism as set forth by the Ameri- 
can Society of Newspaper Editors. 

Ken McClure, Station WOAI, San 
Antonio, was elected president of 
the association, succeeding John 
Van Cronkhite. 


Code Features Listed 


Principle features of the code in- 
clude recognition of the responsibil- 
ity of news broadcasts as being re- 
stricted only by consideration of 
public welfare, and that promotion 
of any private interest on any news 
program except one designated as a 
paid commercial program is con- 
trary to general welfare. 

Newly elected vice-presidents are 
Beckley Smith, Station WJAS, Pitts- 
burgh; Jack Harris, Station WSM, 
Nashville, Tenn., and Kenneth Mil- 
ler, Station KVOO, Tulsa. 


Al Hol- 


No Commercials On 
Ford Sunday Hour 


Detroit, Sept. 15.—An_ indi- 
rect reproach to fellow ad- 
vertisers who mix commer- 
cials with fine entertainment 
was delivered by Wil- 
liam J. Cameron, Ford Mo- 
tor Company, at the opening of 
the fourth series of Sunday 
evening broadcasts. Mr. 
Cameron said in his intermis- 
sion talk: “Advertising bally- 
hoo set to incidental music 
will have no place on this 
hour. Undoubtedly, in the 
business system, sales and ad- 
vertising are essential, but 
Henry Ford and Edsel Ford 
feel that Sunday evening is 
hardly the time for them nor 
the quiet of your family circle 
the place.” 


lender, of Stations WIND and WJJD, 
Chicago, was re-elected secretary. 

Plans were also formulated at the 
convention for division of the asso- 
ciation, which is national in scope, 
into regional groups. Issuance of a 
publication was likewise considered 
as an aid in the interchange of ideas 
between these groups. 


SEASONAL APPEAL 


Dont pay 
through the Nose! 


sensitive lining of your nose and throat. 
The tobaccos in Spud Cigarettes are 


mellowed mild with just che right amount 
of menthol w suothe your Smoke Zone 
without over-shadowing the fine tobacco 
taste you expect in your cigarette. 

Smoke Soothing Smoke — Spud Smoke. 


asi 


Approach of the “cold season" lends 
fortuitous background to new Spud copy 
stressing the “cold zone." 


= — 


FOR AD 
CLEVELAND 


New music, new stars, 
— that’s what is in store for WCLE 
listeners in Cleveland and Northern 
Ohio starting September 26th. On 


ou 
STATION 


new programs 


that day WCLE becomes a full time 


member station of the Mutual Broad- 


casting System. 


And on that day WJAY drops its 
old name and becomes WCLE. 

For years WCLE has had an en- 
viable record of sales directly trace- 
able to broadcasts over the station. 
Now, with the coming of Mutual pro- 


grams even more listeners will tune 


in — and buy. 


For the first time Cleveland and 
Northern Ohio radio listeners will 


have a new wealth of entertainment 


never 


WCLE with the second greatest cover- 
age of any Cleveland station is reach- 


ing this responsive market. 


before presented to them. 


LELLLELLLELLEL 


UNITED 
BROADCASTING 
COMPANY 


H. K. Carpenter, Vice Pres. and Gen. Mgr. 
C. A. McLaughlin, Sales Manager 


FREE & PETERS, Inc. - National Representatives, New York - Chicago - Detroit 


CONSTANT USE 
IS AIM OF NEW 
SPUD CAMPAIGN 


Menthol Pioneer Prepares For 
Aggressive Drive 


Louisville, Sept. 16.—In a move to 
broaden demand for menthol cigar- 
ets, Axton-Fisher Tobacco Company 
will embark shortly on a consider- 
ably enlarged campaign for Spud 
cigarets, it was disclosed today. The 
move is regarded in the cigaret field 
as having more than ordinary signifi- 
cance in that Axton-Fisher, a _pio- 
neer in this phase of cigaret produc- 
tion, has seen a later entrant, Brown 
& Williamson, make more rapid 
strides recently with Kool cigarets 
in the same category. 

The general nature of the Spud 
campaign also holds special interest 
in relation to the entire field since 
most recent total cigaret sales fig- 
ures show that the menthol type in 
aggregate has made little inroad on 
the conventional brands’ dominance 
of the cigaret smokers’ market. 


Pictures “Smoke Zone” 


The new Spud campaign will take 
a new tack, seeking to educate 
smokers on the point that the 
“smoke zone” of the physiognomy is 
the “colds zone” and is deserving of 
soothing consideration at all times. 
Timing of the copy also is consid- 
ered propitious as preceding what is 
popularly thought of as the cold sea- 
son. 

Considering the theme to be radi- 
cally different from any hitherto 
used in cigaret advertising, Law- 
rence C. Gumbinner, New York, han- 
dling the company’s advertising for 
the first time, has prepared copy to 
appear in newspapers in all major 
cities and will later extend the cam- 
paign to include additional newspa- 
pers and mass circulation magazines. 
Last year’s campaign was confined 
principally to newspapers, some 90 
of them being ‘used. 


Stimulates Regular Use 


While previous advertising 
stressed the use of Spuds when suf- 
fering from colds and held out the 
hope that temporary users would ac- 
quire a permanent taste for them be- 
fore recovering from their colds, the 
new copy will spotlight the general 
theme that “Spuds are soothing,” 


INSIDE STORY 


ik Smoke Zone 
is the Colds Zone! 


Smoke soothing smoke—Spud Smoke! 
Spud Cigarettes are made of especially fine 
twhaccos, mellowed mild, with just the right 
amouat of menthol to soothe the nose and 
throat—The Smoke Zone. ; 
Avoid irritating your Smoke Zone. Smoke 
"soothing senoke — Spud Smoke! 


are soothing! 


 fasist 0 Speech, tthe Correcthy manahatatad Quality igure 


New copy for Axton-Fisher Tobacco 
company's Spuds adds a graphic medical 
note to menthol cigaret promotion. 


and will call attention to Spuds’ 
patented process whereby irritants 
are not only removed but a soothing 
ingredient is added to the tobacco, 
Aiming to inspire regular use, it will 
be further pointed out that the 
“Spud idea is to mentholate the 
smoke—not to overload menthol into 
the tobacco itself” and that the Spud 
taste is tobacco, not menthol taste. 
Among the slogans to be advanced 
will be “Don’t pay through the 
nose!” and “Smoke soothing smoke!” 

In order to copyright the idea of 


the “smoke zone,” the agency was | 


instructed, immediately upon being 
appointed, to prepare test copy, 
which was placed in newspapers in 
eight markets. Although the theme 
of the new campaign was thus de 
termined in advance, details are still 


being worked out with respect to & 
particular media, and with no deci- ~ 


sion as yet reached concerning the 
use of radio. 


Simplicity pe 
“School Sewing News” 


Simplicity Pattern Company, New 
York, has published the first issue of 
“School Sewing Service News.” It 
contains news of fashions, fabrics 
and school activities, and advertise 
ments of book publishers, thread, 
button and other manufacturers. 

Walter L. Salmon _ is_ business 


manager. 


Just Published— 


PRINCIPLES 


By H. K. Nixon 


Columbia University 


541 pages, 6x9, illustrated, $4.00 


applications of facts covered. 


OF ADVERTISING 


Assistant Professor, School of Business, 


OVERS the whole field of advertising ; 
its creation and use, its correlation with busi- 
ness aims, preparatory work, details of build- 
ing the effective presentation, its publication, 
etc. New approach through seven basic 
principles gives direct view, quicker under- 
standing, of fundamental relationships and 


For a quick survey of adver: 
tising today—its latest, a 
cepted practice — see_ this 
book 


Gives you the “how to” of: 


—advertising department and agency 
routine, 

—determining advertising needs of a 
product or service 

developing arresting themes 

—writing better copy 

—getting effective display 

—making best use of mechanical proc- 
esses 

—selecting advertising media 

—testing advertisements 
examining markets, etc. 


McGraw-Hill Book Co., 
Send me Nixon- 


330 W. 42nd St., 


EXAMINE THIS BOOK 10 DAYS ON APPROVAL — SEND THIS COUPON 
® ¥. C 
Principles of Advertising for 10 days’ 


A What’s What of Advertising— 
presenting hundreds of facts on ad- 
vertising organization, problems 
trends, practical methods. Helps the 
advertising man check his methods. 
Gives the business man or advertising 
student a straightforward, concis¢ 
exposition of the advertising busines 
in all its branches. 


approval. In 1 


examination 0 days 
(Postage paid on orders 


on 


I 

! 

I 

I I will send $4.00. plus few cents postage, or return book postpaid. 

| accompanied by remittance.) 
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QUT OF MOUTHS 
of BABES COMES 
VANTA CAMPAIGN 


infants Given Chance to Tell 
Garment Reasons Why 


e Newton, Mass., Sept. 16.— Tuned 
to the opening of the college season, 
Earnshaw Knitting Company has 
outlined a “futuristic” campaign for 
Vanta Baby Garments with a theme 
which puts the sales message into 
the mouths of babes. 
' While some of the copy, prepared 
a S by the H. B. Humphrey Company, 
' elects to speak for the user of the 
' paby garments, most of the sales 
message is delivered from the in- 
fant’s tongue. 

/ Not only is the youngest member 
ng! ‘of the family and user of the gar- 
—_ ments put into a futuristic frame- 
work as a member of the class of ’59 


4 
q 
eet . to tie in with seasonal college fash- 
tion. : ions’ promotion, but even the timely 
‘labor situation wheeze is used in 
Spuds part of the program to lend spice in 
wr -eetaeal a humorous vein to the copy. 
othing Tells Protest Basis 
bacco. In juvenile “handwriting,” one in- 
it will |) rant, waving a rattle as an attention- 
it the ‘getter, is sporting a sandwich board 
e the |) with the protest, “Mothers are un- 
ol into |) fair to new-born babies.” The copy 
> Spud [FP eoes on to confess, “Isn’t this silly- 
taste. |) looking? Of course babies don’t go 
vanced |) on strike. But they feel like strik- 
h the jing when their mothers give them 
noke! old fashioned baby clothes. 
dea of “If there were a union for us 
‘Y Was | babies,” continues the potential user, 
being F “the one thing we’d ask for would 
COPY, “be Vanta Garments. Because Vanta 
ers 10 “Fegives us shorter crying hours and 
theme 7% minimum rages.” 
lus de “7 Jn another episode, also stressing 
re still | the new fashion theme, the young 
ect (0 ESuser is quoted as saying, “I’m going 
o deci “*to tell my mother the facts of life.” 
ng the |) “My mother is just as sweet a 
'woman as I’ve ever met,” continues 
‘the sophisticated infant, “but she 
pulled a fast one when she bought 
ews” these old-fashioned baby clothes that 
New have to be pinned or buttoned, that 
y, lump up and bunch up. I guess it’s 
issue of 
3.” It up to me to tell her!” 
fabrics Results Are Shown 
vertise 
thread The copy follows through with a 
ars. rapid transition in which the Vanta- 
yusiness garbed infant exults, “Boy! Am I a 


hew baby since I told my mother 
the facts of life and she gave me a 
Vanta layette. We babies have to 
tell our mothers.” 

The campaign list includes Good 
Housekeeping, Harper’s Bazaar, 
Ladies’ Home Journal, Parents’ 
Magazine and Country Gentleman, 
_with the Vanta self-help garments’ 
trade-mark—a red heart in the front 
of each garment—playing an impor- 

tant part in the promotion. 


Agency for Bradley 
_Bradley Knitting Company, Dela 
Yan, Wis., has placed its advertising 


adver ‘ccount with Ruthrauff & Ryan, Chi- 
est, ac “ago, 
pe this ——_— 
Join “Chain Store Age” 

Robert G. Messer, ‘formerly of the 
rtising— chain Store department of Weston 
s on ad Biscuit Company, New York, has 
blems hee the advertising staff of the 
Tels the —. editions of Chain Store Age. 
elps New York. Julian H. Rogers, for- 
methods Merly in the advertising department, 
vertising 0 ge advanced to the sales pro- 

concise “on department. 
business 


tn Balisomote, ite 


Davol Elects Officers 


At a recent meeting of the board 
of directors of Davol Rubber Com- 
pany, Providence, R. I., the following 
officers were elected: Ernest I. Kil- 
cup, chairman, board of directors, 
president, and treasurer; Walter L. 
Davol, vice-president, secretary, and 
assistant treasurer; Edward Osborne, 
assistant treasurer; and Ralph D 
Berry, assistant secretary. 


Nixon Joins Magazine 


Theodore Nixon has resigned from 
the Wall Street Journal to become 
advertising manager of National Golf 
Review. Fanshawe Lindsley, pub- 
lisher, will continue to head the ad- 
vertising department, and the maga- 
zine, which is published six times a 
year, will put out a special issue in 
March. 


“New Yorker” Appoints 


Raymond B. Bowen, formerly ad- 
vertising manager, has been ap- 
pointed advertising director of The 
New Yorker. E. Melville Price has 
been named advertising manager. 
Appointed from the advertising staff. 
Harry T. Hatcher has been made re- 
tail advertising manager, Howard 
Baldwin, national advertising man- 
ager, and Andrew Mawhinney, Jr.. 
advertising executive secretary. 


T-L-D Shifts McPhail 


James A. McPhail, formerly of the 
New York office of Tracy-Locke-Daw- 
son, Inc., advertising agency, has 
moved to the Dallas office of the or- 
ganization to head the copy depart- 
ment. He will assume the duties of 
the late C. B. Wakeley, formerly sec- 


retary of the agency. 


Appoint Stich 
for Duro-Test 
Promotion Post 


North Bergen, N. J., Sept. 16.—Ap 
pointment of Frank R. Stich, for 
merly associated with News Fea 
tures, Inc., to the new post of direc- 
tor of advertising and public rela 
tions of Duro Test Corporation, in- 
dependent in the electric lamp-mak- 
ing field, today brought into new 
focus plans of the company to enter 
the national advertising field as re- 
ported in Apvertisine Ace of Aug. 17. 

Mr. Stich will be assisted by 
Emilio Desvernine, Jr., and their 


work will also embrace Tungsten Re- 
search Laboratories and Tungsten 
Products Company, affiliated organ- 
izations. 

The company’s first national ad- 
vertising will be launched late this 
fall, Mr. Stich said, in magazines and 
newspapers, concentrating on a 10 
cent lamp to compete in the replace- 
ment field with types now selling for 
15 cents, and a new line of electrical 
accessories intended for general con- 
sumption. No agency has yet been 
appointed. 


Foreign Company Named 

Middows Bros. & Taylor, Ltd.. 
Wellington, New Zealand, has been 
appointed by Cashay Corporation, 
New York, as exclusive selling agent 
for New Zealand. 


DOOZ OOFS, DAMMIT! OOFS! OOFS! 


UPON 
10 days 
orders 
9-20-37 
AL REPRESE 
—<— rowan PET ay a. CO, 


If people don’t understand your language, 
you can shout yourself hoarse and still get 
precisely nowhere. 

Same’s true of advertising. You can run 
the world’s most compelling ads for your 
roofing product, your cake flour, your lino- 
leum, your baby powder... but if you're 
talking to working girls, cliff-dwellers, spin- 
sters and debutantes, who couldn’t use what 
you sell, even if you gave it to ’em, you 
might as well save your breath. So far as 
home products are concerned, these folks 


don’t “spik ingleesh.” 


Fhe 


Now, we’ve got well over 1,000,000°* people 
who do understand your language .. . people 
with homes to maintain, households to run, 
families to raise. Home is their hobby— 
else why would they devour our magazine? 
They want, they have to have, the very 
things you sell. 

Seems to us The American Home 
1,000,000* is just about the most wasteless 
circulation you home product advertisers 
could buy. Or maybe yelling at foreigners 


makes sense. 


ej y 1938 circulati 
guarantee, 1 250,000 


There’s no place like 


ERICAN = 


for advertisers who sell anything for the home 


(a ed 
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Ten Timepieces 
Daily Offering 
by Lehn & Fink 


New York, Sept. 
watches worth $50,060 will be given 
by Lehn & Fink, New York, during 
the course of a radio contest for 
Pebeco toothpaste, beginning Oct. 18 
and running through Dec. 24. The 
contest will be staged in conjunction 
with Pebeco’s “Follow the Moon” 
program, Mondays through Fridays 
from 5 to 5:15 p. m., over a coast- 
to-coast Columbia hookup. 

Ten Longines watches, valued at 
$100 apiece, will be awarded daily 
for the best 25-word comments on 
“I like and use Pebeco because. . .’ 
The contest is purely a radio promo- 
tion, and will not be promoted in 


other media. Lennen & Mitchell, 
Inc., is the agency in charge. Cer- 
tified Contest Service, New York, 


will direct the competition. 


Terms Farmers Slow 


on Electrification 

Twenty per cent of farm homes 
accessible to electric power lines 
have not yet taken service, according 
to C. W. Kellogg, president, Edison 
Electric Institute. 

A survey indicated that Southern 
farmers were chiefly responsible for 
this situation, Mr. Kellogg reported. 
More than 90 per cent of New Eng- 
land and far Western farms on dis- 
tribution lines are takin; service; 85 
per cent in the Middle Atlantic 
states, 80 per cent in the Middle 
West, while the figure for the South- 
ern states was less than 66 per cent. 
This covers farm dwellings valued 
at more than $500 where power is 
accessible. 


To “Scranton Tribune” 


Al Ginsburgh, formerly with the 
Wilkes-Barre Times-Leader, has 
joined the advertising staff of the 
Tribune, Scranton, Pa. 


4 Colors 


on Newsprint 


-... Send for 
FREE Samples! 


Electra Press is the choice 
of many leading national 
advertisers for color print- 
ing on newsprint. 


7 
(5%. 
( 


| 
to 


Samples of jobs recently 
completed for RCA, Norge. 
American Radiator and 
others will tell you why! 


Precision COLOR work 
on newsprint . . . as exe- 
cuted by Electra... packs 
a SALES PUNCH that 
WINS dealer co-operation 

consumer ACCEPT- 
SE . it’s dramatic 
. « it’s fast . . . it’s eco- 
nomical ! 


“Largest Newsprint Printers in the East”’ 


électsa Press Dac 


281 STATE STREET, 


BROOKLYN, NY. 
*** PHONE TR-5-2667°:- 


St i i i i 


Even ELEPHANTS 
Don't Bother Us! 


If you wanted us to, we could blow 
Jumbo's picture up to his proper 
dimensions and color him to the 
life, without batting an eye. Blow- 
ups, enlargements, and accurate 
coloring are our business, and we 
do them well. But don't think you 
have to deal in elephants to deal 
with us. Our new Color-Glos pro- 
cess enables us to produce large 
quantities of beautifully colored 
prints in any size, speedily and 
cheaply. Write or phone for de- 
tails and samples. 


CRAFTSMEN PHOTO COMPANY, Inc. 


245 W. 55TH STREET, NEW YORK. 


Clrcle 7-1920 


14.—Longines | 


| 
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Getting Personal 
Convention activities have her “up in the air,” Marguerite Auberle, 
petite a. m. of Michigan Mutual Liability Company, confided after re- 


turning from a fast “convention arrangement” trip to Chicago last 
week, “in the air both ways.” . . 


With Leo Nejelski, Swift & Co. a. m.., like Bob Fellers and Jerome 
Dean, suffering from a bad arm, 
J. Walter Thompson Company had 
no trouble in defeating Swift in a 
softball game on McKinlock Cam- 
pus the other night. The score 
was 41 to 7. The game was um- 
pired by E. Lynn Werner, of 
United States Advertising Cor- 
poration, who serves a rival ac- 
count and thus could be depended 
on to be impartial in his deci- 
sions. . . 

The little daughter of Henry 
L. Slamin, Western manager for 
George McDevitt Company, was 
stricken in the infantile paralysis 
epidemic which keeps Chicago’s 
schools closed. The Slamin fam- 


HEADLINERS 


ily has just returned from the 
East... 
A. G. Ensrud, J. Walter Frederic R. Gamble (left), executive sec- 


retary of the American Association of 
Advertising Agencies, is felicitated by 
Harry Hoffman, Hoffman & York, chair- 
man, after his banquet address at the 
recent National Advertising Agency Net- 
work annual convention in Milwaukee. 
William F. Sigmund, Henry J. Kaufman 
agency, Washington, D. C., was the 
candid cameraman. 


Thompson Company, returned 
from his vacation just in time to 
be inducted into office as comman- 
der of Chicago Post 170, American 
Legion, at the Tavern Club Sept. 
> ae 

Lee Tracy, New York World 
Telegram p.m., while in Cleveland 
for the air show, also visited the 
Great Lakes Exposition with A. A. Levenseller, of McCann-Erickson’s 
Cleveland office. Along the mid-way of the Expo, a weight-guesser of- 
ferred “anything on the table if I fail to guess your weight.’’ He missed 
by some eight pounds in Lee’s case, whereupon the boys took the gaudy 
batik tablecloth, it being one of the things on the table. P. S.: They 
traded it back for a bushel of other “things on the table.” ... 


If anybody thinks banking is a cold, impersonal business, he has 
only to throw himself into the whirl of an FAA convention. He'll fina 
that financial men are friendly, fun-loving fellows and he'll conclude 
that the whole business must be equal to the sum of all its parts. . . 


The Eastern and Southern contingent to Syracuse made up a five- 
car FAA special, which ran as a separate section of the Commodore 
Vanderbilt. . . Jimmy Rascover, 2nd, Albert Frank-Guenther Law, v. p., 
did an admirable arranging job. . . Most of the boys and girls were 
from New York, but Harry Bokeland, Rhode Island Hospital Trust, 
hopped aboard from Providence; Mr. and Mrs. E. H. Borgman (Peoples 
Savings Bank), from Bridgeport; W. W. Delameter, Land Title & Trust, 
from Philly; E. H. Kittredge, Hornblower & Weeks, from Boston; Mrs. 
Beatrice E. Kempff, Fidelity Philadelphia Trust a. m.; and Dick Wells, 
State Planters Bank & Trust, Richmond. Jersey was well represented, 
too, with “Jake” Kushner, U. S. Trust, Paterson; Erwin O. Meeh, 
Irvington National Bank; E. S. Atwater, 3rd, Fidelity Union Trust, 
Newark; and Misses Katherine Moore and Louise B. Moyer, admana- 
gers respectively for National Newark & Essex Bank and Plainfield 
Trust Company... 


Norman S. Rose, Christian Science Monitor a. m., is back at his desk 
in Boston, after a trip which included contacts with the Monitor’s offices 
and reps in London, Paris, Geneva, Vienna, Budapest and Prague... 


Henry R. Luce, Time, Fortune and Life publisher, has been busy 
reading congratulations received from advertising execs, newspapermen 
and others on his vigorous plea for pride in our democracy, “to be 
pitted against the overweening vanity of dictators,” in a broadcast over 
CBS from Williamstown, Mass., where he participated in round table 
discussions at the Institute of Human Relations, sponsored by the 
National Conference of Jews and Christians. . 


Ernest R. Laws, assistant a. m., Philadelphia Electric Company, 
took the Class 3 final prize of $10 in the shapshot contest sponsored by 
the Philadelphia Public Ledger and received the news while vacationing 
in Ontario. This places him in line for the Eastman Kodak national 
contest awards.. . 


MacLean Publishing Company's Horace T. Hunter, Toronto, is va- 
cationing in Europe and will also have a look at MacLean’s publications 
in England. . . Public spirited citizen Howard W. Gorham, head of The 
i0Orham Press, advertising printer, South Norwalk, Conn., has accepted 
the Republican nomination for mayor of Norwalk. He has _ served 
seven years as police and fire commissioner. . . 

Another political note: Alfred D. Guion, Bridgeport, Conn., agency 
head, has been given the Republican nomination for first selectman 
of suburban Trumbull, a position equivalent to mayor. . . 


To insure real entertainment at the American Legion convention 
in New York this week, Major-General James G. Harbord, convention 
chairman, appointed Alfred J. McCosker, WOR head and MBS board 
chairman; Lenox R. Lohr, NBC president, and William S. Paley, CBS 
head, as vice-chairmen of the general entertainment committtee. 


Dorothy Jane Holland, 7-year-old daughter of Glen Holland, v. p. 
and s. p. m. in the New York office of Modern Art Studios, posed one 
hot July afternoon last summer for Artist Robert Briggs Velie and has 
been waiting patiently ever since to see how she will look on the cover 
of the Oct. 30 issue of The Saturday Evening Post... 

Chairman of the publicity committee of the Boston 1937-1938 Red 
Cross Roll Call is Harold Cabot, head of Harold Cabot & Co., Ine. 
Last year, Allyn B. Mcintire, Pepperell Mfg. Company, held the post. . . 
Scott Runge, art director of N. W. Ayer & Son, Chicago, addressed the 
Glen Ellyn Camera Club on “Composition of Pictures.” An amateur 
photographer for 20 vears, he has made photography a hobby and has 
produced some excellent prints. . . 

Bill Neal, new FAA prexy, is a smiling. wiry little fellow who served 
as an artillery officer during the war. .. Tom Kiphart, retiring presi 
dent, carried away with him a fine set of golf clubs as a token of his 
FAA confreres’ esteem. . . Speaking of gifts, Guy Cooke, First National 
of Chicago, was rewarded for attendance at 22 consecutive FAA con- 
ventions with a pair of cuff-links molded out of a bunch of FAA in- 
signia. . . 
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MORBIDITY IN 
INSURANCE COPY 
FINDS DEFENDER 


Cireulations Also Discussed 
at Insurance Meet 


Briarcliff, N. Y., Sept. 14.—Both 
“scare copy” and morbidity in in- 
surance advertising were condemned 
and defended at the 15th annual 
meeting of the Insurance Advertis- 
ing Conference which closed here 
today. 

Henry L. Jones, vice-president of 
American Home Magazine, talking at 
the final luncheon session on “The 
Woman’s Approach to Insurance,” 
said that “scare copy” does just that 
—scares women. He has found that 
advertisements which present, by 
word or picture, the security and en- 
joyment of life which insurance 
brings, win friends and business. 

H. L. Jamison, of Frank & DuBois, 
New York insurance brokers, ad- 
vised against excess morbidity, but 
admitted that he could not entirely 
agree with those who completely 
rule out illustrations of accidents, 
tragic incidents, and funerals in in- 
surance copy. 

“I can recall many sales where 
dire consequences were suggested 
and the prudent prospect respond- 
ed,” he commented. 

Mr. Jamison essayed to grade a 
collection of insurance advertise- 
ments. Poor typography,  insuffi- 
cient information, lack of practicality 
for salesmen, and excessive length 
were some of the weaknesses at- 
tributed to current copy. 

Circulations received attention at 
divisional conferences. At a life 
group meeting, Frank H. Burns, of 
Forbes Magazine, reviewed the ad- 
vantages of audited circulations and 
predicted that “some day, not too far 
distant, editorial audits may be with 
us.” 


Asks Standard Form 


A plea for a standardized form to 
be used by the Insurance Advertis- 
ing Conference to get circulation fig- 
ures from business papers in the in- 
surance field was voiced by A. H. 
Thiemann, New York Life  Insur- 
ance Company. 

It was explained that at one time 
an attempt was made to obtain cir- 
culation figures in the manner rec- 
ommended by Mr. Thiemann, and 
that the question will be re-opened 
by life insurance advertisers in the 


4near future. 


An explanation of the Munsell 
color system as applicable to adver- 
tising material was. presented at 
Monday's luncheon session by Ar- 
thur S. Allen, New York color con- 
sultant and member of the Munsell 
Color Institute. 

He demonstrated how the eye’ ad- 
justs itself to a strong color by set- 
ting up the exact opposite within 
itself. <A red circle, if stared at for 
12 seconds, will result in a_ vision 
of the opposite color if the eye is 
shifted quickly to a blank white 
surface. This, Mr. Allen explained, 
is the reason why color balance must 
be maintained for effective advertis- 
ing. The eye demands opposites, not 
only of hue, but even more important 
of value. 


W. R. Hearst . 


Buys Sentinel 
in Milwaukee 


Milwaukee, Sept. 14.—Managemep, 
of the Milwaukee Sentinel has been 
taken over by William Randolp) 
Hearst, effective Sept. 13, bringin, 
both the Sentinel and the Wisconsj, 
News under his direction. 

Paul Block, publisher of the Se, 
tinel since 1930, in announcing hje 
withdrawal, said that Mr. Hearst hay 
reserved the right to repurchase t}, 
Block interest in the paper withjy 
a 10-year period and had elected t, 
exercise that privilege. 

The advertising department 
both papers is under the direction of 
Ben Kinovsky, for years advertisins 
director of the News. Harry M. Vap 
Dusen, circulation manager of the 
News, heads the combined circula. 
tion departments, while W. N. Thon. 
son, chief accountant, has _ heey 
named business manager and chief 
accountant. 


Shifts in Personnel 


Jerome J. Karpf, former manag. 
ing editor of the New York American, 
has been appointed editor-in-chief of 
the papers; John G. Robert. Jr 
managing editor of the News ani for 
10 years a Milwaukee newspape? man 
remains as managing editor of tha 
paper and James J. Colby, for 1 
years a member of the Sentinel staff 
continues as managing editor of the 
Sentinel, the morning paper. 

John H. Black, for years publishe 
of the News, has been named pub. 


H. Ferger, former business manager 
of the Sentinel, becomes assistant 
publisher. 


Now “Milwaukee News” 


Under the new set-up, the name of 
the Wisconsin News, 
paper, is changed to the Milwauke 


be known as the Milwaukee Sunda 
News-Sentinel. 

The papers will be represented in 
the national field by Paul Block ani 
Associates. 
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eABLE TO GIVE 
PONSUMER FACTS 
ON MERCHANDISE 


el 
hee 


£emMent 
AS been 
indolph 
soo New York, Sept. 14.—Convinced 
‘ Sin that consumers are becoming more 
he Se) and more discriminating about the 
ine ne soods they buy, William F. Gable 
ont he S company, Altoona, Pa., will launch 
vi me immediately a program to inform 
within customers fully regarding contents 
ected ye of all merchandise sold in the store, 
~& samuel A. Hamilton, assistant to the 
ent of president, disclosed today. 
ction a The new policy marks a precedent 
ertistes B for stores of a volume of $8,000,000 
M. Van Sand less. ' : 
of the Discussing the move during a visit 
elrewls Bio New York, Mr. Hamilton asserted 
. Thom. fe 23! “the consumer-wants-to-know 
s been movement is forging ahead very 
d chia Srapidly and the merchant must be 
‘— alert to its potentialities.” 
Pointing out that a few very large 
‘stores in major cities have already 
manag. fp established testing laboratories and 
merican, p requested merchandise data from 
chief of ‘their buying sources, Mr. Hamilton 
ort. Jr jemphasized that the Gable move is 
and forge the first for a store of its size. He 
perman, | predicted that eventually all other 
of thar pestores will be forced to institute the 


for 11p_same policy. 
“We will require every vendor to 


nel staff 

rv of the} stell us what is in the goods he sells 
jus,” said Mr. Hamilton. “The buyer 

ublishe: - obtain this information, pass it 

ned pub) slong to the sales people who will 


be carefully trained to give the in- 
formation to the customer. 

“Labels will be used to designate 
Nhe composition of materials where 
hhecessary and information regarding 


d Roger|7 

3 
manager | 7 
assistant 7 


s” merchandise care and cleaning will 
name off pe given by the store. It is our be- 
evening gief that this recognition of ‘consu- 
ilwauke mer consciousness’ will lead to a 
tion wil! sBharp increase in sales, possibly as 


nuch as 25 per cent when the plan 
Gs in full operation. 

“The strength of the demand for 
nerchandise information on the part 
*f the consumer may be illustrated 
by the fact ‘that in a recent survey 
“throughout Pennsylvania, I found 
| only two women’s organizations that 
were not actively engaged in a cam- 
paign for more merchandise facts to 
guide shoppers.” 

Department stores of the size of 
Gable and others with a smaller vol- 
lume have hesitated to put plans of 
this kind into operation, because of 
the cost involved, Mr. Hamilton said. 
He expressed the belief, however, 
that the results achieved would 
shortly make up for the expense. 
The Gable store will not have its 
Own testing laboratory but, wherever 
lecessary, will use facilities of the 
State laboratory. 


> Sunday 


ented in| 
lock and 


Bijur Appointed 
_Effective Oct. 1, George Bijur, Inc.. 
New York, has been appointed adver- 
Using and promotional counsel fo 
‘he Hotel St. George, Brooklyn. 


ee 


KAOLIN 


Near Macon, the famed 
Georgia kaolin deposits 
~~ most plastic in United 
States, and purest in raw 
State’"“—furnish constant- 
Y increasing proportion 
of all American clays; 
jreat dinnerware pottery 


20n to be established. 


ell this fast expanding 
market through 


S 


eal 

MACON 
KING GEORGIA 
oa al TELEGRAPH 
— and NEWS 


Representatives: 


THE BRANHAM COMPANY 
i 


Campaign Plans Told 


Tri-Sure Drum Closures made by 
American Flange & Mfg. Company, 
Inc., New York, will be advertised 
in more than 20 business papers in 
the oil, paint, drug, chemical, ship- 
ping and railroad fields, while ad- 
vertising for Ferro-Therm metal in- 
sulation will be limited, for the time 
being, to metropolitan New York 
newspapers. B. D. Iola Company, 
Inc., New York, is the agency in 
charge. 


Mathews in New Post 


Neilson M. Mathews, formerly vice- 
president of Carter Thomson Com- 
pany, Inc., Philadelphia, has joined 
Geare-Marston, Inc., Philadelphia, as 
account executive. 


Fixt Expanding 

Fixt Products, New York, is ex- 
panding its sales activities in the 
mass markets, Lewis B. Wall, sales 
manager, has announced. A com: 
prehensive campaign has been 
planned for trade publications, in 
cluding American Restaurant, Hotel 
Management, Modern Hospital, 
Restaurant Management, Soda Foun- 
tain Magazine and Quartermaster 
Review. 


Izzard Adds One 


The Izzard Company, Seattle, Wash.. 
has been appointed by Pomona 
Products Company, Selah, Wash., to 
handle advertising of New West 
Natural apple juice. The company 
plans to produce two million gallons 
of juice within the next three years. 


FTC Complains 
on Contest of 
Nannette, Inc. 


Washington, D. C., Sept. 15.— 
Charges that picture puzzle contests 
conducted by Nannette, Inc., Chicago 
manufacturer of cosmetics and toilet 
preparations, are merely bait, and 
that the winning of prizes has no 
material connection with solutions of 
the puzzles, were filed today by the 
Federal Trade Commission. 

Advertising of Nannette, Inc., in 
newspapers and magazines, the FTC 
alleges, represents that the contest 


is confined to a picture puzzle, in- 
volving only competition in skill and 
promptness in submitting solutions: 
that to win a specified prize, the con- 
testant is not required to make a 
purchase; that the prizes will be 
given free and without expenditure 
of money or effort, and that the con- 
test is conducted to advertise the re- 
spondent’s products. 


These representations are false 
and misleading, according to the 
complaint, which asserts that the 


contest is merely the initial step in 
a system of effecting sales, serving 
to obtain names and addresses of 
prospective purchasers, and laying a 
foundation of false impressions by 
which they are induced to buy assort- 
ments of the company’s products. 


Number of farms with buildings 


valued at $500 or over. 
Z Estimated electrification dur- 
Yi, ing 1937. 


% electrification, December 31, 
iss. 
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REACHING 80 


Michigan, Ohio and Pennsylvania 
farmers are in the market for 
$43,000,000 worth of electrical 
equipment. 


ichiganFarmer 


Pennsylvania farmers than 


advertising in the three sta 


of survey showing the volume of appliances farmers will 


... To Electrical Equipment Manufacturers: 300,000 
electrified farms — 14 of the nation’s total — will be located 
in the high farm income states of Michigan, Ohio and Penn- 
sylvania at the end of 1937. Your advertising in Pennsylvania 
Farmer, Michigan Farmer and The Ohio Farmer will reach 
80 per cent of these electrified farms—a market for 
$43,000,000 worth of electrical home and farm equipment.* 
..- To All Other Manufacturers: No other index more 
reliably shows the high buying power of Michigan, Ohio and 


the high percentage of farms 


electrified. Farms without a high steady income cannot afford 
electrification. Farmers in these three states will receive in 
1937 a gross income of more than $800,000,000 — close to 
one-tenth of the total national farm income. Speak for 
your share of sales — effectively and at low cost — through 


te farm papers that can deliver 


your sales message to this buying audience. 
*Ask your Capper Farm Press representative for copy 


buy, or write to the units of Capper Farm Press listed below. 
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FARMS IN MICHIGAN. 
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Nearly 100,000 new farm connec- 
tions during 1937 demonstrate 
buying power in “the 3 that 
make 4.” 
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September 20, 193) 


Special Trial 
Offer Changes 


Gem Razor Pace 


New York, Sept. 15.—A new spe- 
cial trial offer for Gem razors and 
blades, promoted in 290 newspapers 
throughout the country, marks re- 
turn of the American Safety Razor 
Company, Brooklyn, to this form of 
promotion for the first time in seven 


years. 
A washable case, containing a 
razor, five blades, and two trial 


blades, is being sold for 69 cents. 
Customers may test the two trial 
blades, and if dissatisfied, may re- 
turn the razor and the package of 
five blades and receive a full re- 
fund. The razor is said to be the 
same Gem  Micromatic chrome- 
plated instrument that is included in 
the $5 sets. The two free trial 
blades are wrapped in silver foil 
and are packaged in the container 
for used blades that is also part of 
the set. 

In 1930 American Safety Razor 
Corporation made its only other of- 
fering of a similar nature. At that 
time, each customer who bought a 
package of 10 blades received a 


razor and two trial blades free. In 
case of dissatisfaction, the 10 blades 
were returned and money refunded. 
This was used successfully for a full 
season. 


Place 50,000 Displays 


Charles Solomon, associate adver- 
tising manager, explained today that 
the new offer is designed to get as 
many men as possible to try the 
razors and the blades, with confi- 
dence that once they are used they 
will be used regularly. 

To merchandise the offer, the 
company is having dealers supplied 
with window displays and blow-ups 
of advertisements. The window dis- 
plays are paid for by American 
Safety Razor Corporation, and are 
installed by various agencies 
throughout the country. A total of 
50,000 displays are expected to be 
placed, Mr. Solomon said. 

Federal Advertising Agency, New 
York, is the agency and J. B. Singer 
is account executive. 


Stashower Changes 

Fred P. Stashower, formerly adver- 
tising and sales promotion manager, 
Wm, Taylor Son & Co., Cleveland de- 
partment store, has joined Lang, 
Fisher and Kirk, Inc., Cleveland ad- 
vertising agency, as vice-president in 
charge of merchandising and market- 
ing. 


DON’T MISS 74zy POINT... 


ONSISTENTLY to hunt out a covey—in 
tough cover the singles—makes a dog a 


champion. 


Consistently to produce orders, in paying quan- 
tities, in this billion dollar* outdoor market, 
makes Field & Stream the leader in advertising 
lineage. 


Advertisers recognize selling power just as out- 
doorsmen recognize editorial skill. 


Field & Stream is read from cover to cover... 
is saved, from month to month . . . sells consist- 
ently and profitably. 


Field & Stream is the leading outdoor magazine 
because leading advertisers find leading out- 
doorsmen through its pages. 


*4dccording to the United States Bureau of Biological Survey. 


AMERICA’S OLDEST OUTDOOR MAGAZINE 


ROCK ISLAND PROMOTES NEW STREAMLINER 


J. E. Gorman, president of the Chicago, Rock Island & Pacific Railroad Company, 

seems pleased indeed as Jean Alice Fleming, daughter of a trustee of the road, 

christens a new “Rocket,” one of six to be placed in service shortly with an 
expanded advertising campaign to back the debut. 


ROCK ISLAND T0 
MAKE SPLASH ON 
ROCKET’ DEBUT 


Chicago, Sept. 16.—A_ substantial 
increase in advertising space will be 
utilized by the Chicago, Rock Island 
& Pacific Railway Company to high- 
light inauguration of six new 
“Rockets,” streamliners to be placed 
in service shortly, it was disclosed 
today. 

One of the new trains has already 
made its appearance, both at a 
christening ceremony and in a spe- 
cial Chicago-Peoria excursion with 
members of the Chicago Association 
of Commerce as guests. 

It was announced today by the 
railroad that a number of newspa- 
pers along the Rock Island route 
would be added to the regular sched- 
ule for copy on the “Rockets.” First 
appearance of the copy is awaiting 
delivery of the other five trains. 


The “Rockets” will give stream- 
lined service between Chicago and 
Peoria; Chicago and Des Moines; 


Minneapolis, Des Moines and Kansas 
City; and Kansas City and Denver. 


Recall 1852 “Streamliner” 


Their name commemorates the 
railroad’s “streamliner” of 1852, a 
primitive wood-burning locomotive 
which achieved fame by covering 
the 40 miles between Chicago and 
Joliet in the then remarkable time 
of two hours, and copy will stress 
this transition. 

“Bred of the same stock,” a pro- 
motional booklet describing the new 
train, says “today’s Rocket is that 
baby Rocket grown up.” 

An innovation of the “Rockets” is 
a telephone service afforded passen- 
gers for convenience in ordering 
meals or drinks. Dinner may be 
ordered in advance for the passen- 
ger in the lounge car by the attend- 
ing steward. 

Stewardess service, adopted by 
several other railroads on stream- 
liners, is not planned for the ‘“Rock- 
ets,”’ although it is a future possi- 


bility. All trains are air conditioned, 
with shatter-proof glass windows 
and ventilation which permits 


smoking anywhere. 

W. W. Rodie is advertising man- 
ager of the Rock Island Lines and 
the Caples Company, Chicago, is the 
advertising agency in charge. 


New Southern Pacific Train 


Meantime the Southern Pacific 
Company, San Francisco, is taking 
large space in newspapers of the 
Southwest to announce the debut of 
the Sunbeam, new streamlined train 
to go into service between Houston 
and Dallas Sept. 19. 

Copy, prepared by Lord & Thomas, 
San Francisco, utilizes pictorial se- 
quence technique to bring out the 
various features of the new train. 


Color also plays an important part 


in the merchandising efforts, with 
the black, crimson and orange dress- 
ing of the new train coming in for 
considerable emphasis. Copy like- 
wise takes the customer vicariously 
through the various train sections, 
stressing service features. 


Revise Outdoor Map 


of Pennsylvania 


The Outdoor Advertising Associa- 
tion of Pennsylvania has issued a 
revised traffic flow map of the state, 
showing how Pennsylvania plants 
parallel the market. 

Copies may be secured from Charles 
A. Swanson, secretary, 301 Central 
avenue, Johnstown. 


Close Chicago Office 


The Chicago office of Russell C. 
Comer Advertising Company, Kan- 
sas City, will be closed as the result 
of the resignation of Roy A. Soren- 
sen, vice-president and Chicago man- 
ager. Mr. Sorensen has joined Stack- 
Goble Advertising Agency. 


——$<—_= 


Two Lines Are 
Added to Broad 
Pepperell List 


Boston, Sept. 14.—National mag, 
zine advertising and radio program, 
over 37 radio stations will form th. 
crux of fall advertising efforts of the 
Pepperell Mfg. Company, it wag re 
vealed last week, as announcement 
was made that two new lines of ray. 
ons will be added to the already 
broad list of the company’s products 

Full page and spreads are sche. 
uled to appear in Life, starting Oct 
4, with additional insertions in Gogg 
Housekeeping and Ladies’ Home 
Journal. Featured in the magazine 
advertising will be Pepperell Sheets 
and pillow cases. 

The radio program, starting Noy. 5 
over National Broadcasting Con. 
pany’s Blue network, will feature 
talks by Dr. Karl Reiland. 


Devise Descriptive Tag 


The new lines to be introduced, 
bulwarking Pepperell’s varied prod. 
ucts, will be Lady Pepperell and Lord 
Pepperell rayons. These rayons will 
be promoted for use almost excly 
sively as garment linings. 


To help merchandise these linings | 


and to insure customer confidence, a 


series of tags have been devised bear} 


ing description of the quantity of the 
linings. To present this new selling 
feature to the trade and adding to, 
consumer campaign now running, the 


company is currently using copy in| 


Apparell Arts and Esquire. 
Dramatize Quality Points 


Application by Pepperell of descrip : 


tive tagging to linings is said to k 
an innovation in the textile field. T 
carry the idea further to consum 
ers, the company is developing 4 


series of display cards, emphasizing! 


this feature. The displays, showing 


results of “Photomicrography,” blow 7 
ups of details on textures and work © 


manship, are designed to dramatiz 
quality points usually overlooked } 
the consumer. 


57.1% of people comprising the Tri- 
City Metropolitan Pie live in the Rock 
Island-Moline Area. 


only medium giving adequate no-duplication coverage in thit 


Fourth Market in all Illinois. 


(A.B.C. June, 1937—33,324. ) 


A Member of the Illinois Markets : 
Nat’l Rep. The Allen-Klapp-Frazier Co.—New York, Chicago, Detroit, St. Lows 


Rock Island-Moline, Ill. market by aggressive advertisers in Th 
Rock Island Argus and The Moline Dispatch? 


Contented space users are happily rolling up new linage record: 


for these two growing newspapers, which in combination offer th 
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FARMERS’ 
PROSPERITY 


Are you getting your share of this business harvest, reaped # 
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OLD IS NEW 
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Maga. morning, noon and night. 
Ograms 
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Home Seeman Bros., New York, has developed 


agazine an effective silhouette combination of 
Sheets B jhe timeless “boy meets girl” theme for 
a special newspaper campaign on White 
r Nov. 5 Rose tea. 
y Con me —— 
~") BROWN REPORTS 
, |B 
roduced, fy 
od prod F 
nd Lord 
ons will 
“sl /NO-SQUAT RADIO 
» linings 
dence, a 
sed bear: New York, Sept. 14.—Predicting a 
ty of thei tremendous buying boom for the re- 
vy selling} ) mainder of 1937, Harry Boyd Brown, 
ling toa} jnational merchandising manager, 
ning, th} }philco Radio & Television Corpora- 
copy in} }tion, Philadelphia, told the Sales Ex- 
‘Jecutives Club at its first luncheon 
‘} meeting of the season today to be 
aes ‘Jready to adapt their merchandise 
t descrip and marketing policies to quickly 
sid to by schanging demands of a sophisticated 
field. To gpublic. 
consum Claiming that “long hauls” of 18 
loping «| months are almost out of the aues- 
phasizing| ae and that buying and selling 
showin spurts of eight months are the 
y,” blow maximum in this day of consumer 
nd work @eadership, Mr. Brown said promo- 
iramatix #tions are like popular songs which 
ooked by #must immediately catch the fancy of 


Whe public, vault into nation-wide 
opularity and then quickly give 
way to new interests. The show- 
nan’s sense of accurate timing must 
e employed to attain a series of 
erchandising successes. 


Instructions Are Ignored 


Citing the current Philco cam- 
Bpaign, using the slogan, “no squat, 
smo stoop, no squint,” he said that to- 
ky dignity can advantageously be 
sacrificed in favor of extreme 
frankness. This has been proved 
by the response of readers, who, 
Streaming into stores, have asked to 
see the “no-squat” radio, although 
advertising had urged them to ask 
for the “double-x” models. Final 
Proof of the success of the campaign, 
K he said, lay in weekly sales of 48,000 
WHEE radios and a backlog of orders total- 
ing 200,000. 
5 of Speaking of heavier buying, Mr. 
Brown said the average unit price 
5 of Phileo radios has risen in con- 
secutive years from $35 to $65 to 


$80, and recounted the secret testi- 
mony of an executive of a leading 
mail order house to the effect that 
National buying habits as reflected in 
mail orders indicated a tremendous 
buying season ahead. 


ip 
eaped Depression Was Forecast 
s in The Volume buying of men’s suits, 
‘Veralls with bibs, and work shoes, 
‘ccording to this authority, is evi- 
i dence of increased buying power, 
e recore 
. i | 
in \ i) Mailing Service 


Multigraphed letters filled-in equal 
to individually typewritten ones. 
ADDRESSING. MIMEOGRAPHING 
THE LETTER SHOP, Inc. 


9 80. Dearborn St., Wabash 6655 
CHICAGO 


—,,. 


| 


NADIO EVENTS, INC. 


DEPENDENT 
$ PRODUCING GROUP 
ERVING ADVERTISING AGENCIES 


ay Fite Avenue 
—~, New York, 
Yhap Pig Actipt Le 


just as the heavy buying of extra 
pairs of pants was a warning of a 
depression a year before it occurred. 
Men’s suits, he explained, are gen- 
erally bought only after daughter, 
mother and son have been outfitted, 
and in tight years shoes and trous- 
ers must do full-time duty. 


Public Leads Manufacturers 


In advancing the contention that 
today the public leads manufactur- 
ers in setting merchandising stand- 
ards and trends, Mr. Brown pointed 
to a large potential market created 
by persons insistently demanding the 
right to purchase television sets 
whenever industry is able to provide 
this equipment and service at rea- 
sonable prices. 


Myers Acquires 
Rum House of 


Edwin Charley 


New York, Sept. 14.—Purchase of 
the rum business of Edwin Charley, 
Jamaica, B.W.I., by Fred L. Myers 
& Son, another old island rum com- 
pany, was reported today by G. Ells- 
worth Harris, president, Gotham Ad- 
vertising Company, agency in 
charge of Myers advertising. 

In bringing together the two con- 
cerns, the Myers company has con- 
solidated its position by acquiring a 
light rum which is non-competitive 
to the heavier rum associated with 


the Myers name. No change in the 
advertising set-up is contemplated, 
Metropolitan Advertising Company, 
New York, continuing to service the 
Charley account. 

With shipments greater than all 
other Jamaica rums in 1936 and with 
sales for 1937 considerably above the 
1936 record, Mr. Harris believes that 
the policy of taking small space at 
frequent, steady intervals has proved 
its value for Myers’ rum. Since the 
advertising budget is based upon the 
volume of rum shipped from Kings- 
ton, promotional expenditures have 
increased with each year, until at 
present some 25 magazines and key 
city newspapers, in addition to trade 
papers, are regularly used, with the 
list to be augmented in 1938. Ad- 
vertising is uniformly based upon 


a quality appeal, with copy treat- 

ment changed every three months. 
Advertising for Edwin Charley’s 

rum is confined to business papers. 


“Power” Adds Issue 


In addition to its regular Sep- 
tember issue, Power is publishing a 
mid-September “modern plant” num- 
ber. This issue will present design 
data on 350 plants which have in- 
stalled new power equipment since 
Jan. 1, 1936, to enable engineers to 
check their own power planning by 
modern practice. 


KGO to Expand 
Station KGO, San Francisco, op- 
erated by NBC, has been recom- 
mended for an increase in power 
from 7% to 50 kilowatts by FCC 
Examiner Bramhall. 


These men make 
Underwood Illustrations 


Lejaren a Hiller 

John Paul Pennebaker 
David W. Fletcher 
George Hukar 

Stephen J. Heiser 
Ralph Bartholomew 
Verner D. Sapp 
Robert H. Spitzer 
Harry E. Olsen 


UNDERWOOD & UNDERWOOD 


321 Eost 44th Street, New York 
230 Eost Alexandrine, Detroit 


MAKING Baul, 


Lejaren a Hiller, Underwood Illustrator, sur- 
rounds the Gulistan “Fernshadow” rug with 
beauty, making Beauty Pay! A rich and simple 
set, in confident good taste. A beautiful woman, 
smartly posed, incredibly poised. Finally, a 
needle-sharp interpretation of the product itself. 
It’s one of a series for A. and M. Karagheusian, Inc. 


Hotel Keystone, Pittsburgh 
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581 Boylston Street, Boston 


237 East Ontario Street, Chicago 
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ADVERTISING AGE 


September 20, 1937 


15 Chains Gain 
and Seven Lose 
During August 


New York, Sept. 16.—-Fifteen out 
of 22 major chain store organizations 
today reported sales gains for Au 
gust in comparison with the same 
period of 1936. 

A contributing factor to the de- 
clines experienced by seven of the 
companies was the fact that August 
this year contained but four Satur- 
days, while there were five in the 
same month last year. Cumulative 
figures from all of the companies re- 
porting showed that all made _ in- 
creases for the first eight months of 
1937 over the list period of 1936 

Among the larger organizations to 
report seasonal gains was Sears, 
Roebuck & Co. Sears’ sales for its 
eighth period, the four weeks ending 
Sept. 10, totaled $39,937,242, a 7.8 
per cent increase over the $37,047,510 
reported for the same period of 1936. 
This company also reported a 15 per 
cent gain in sales figures from Jan. 
30 to Sept. 10. The 1937 and 1936 
figures for this period, respectively, 
are $331,585,878 and $288,344,391. 

The largest percentage in August 
sales gains among the chains listed 


ND TEACHE 


was scored by Western Auto Supply 
Company. Its volume reached 
$3,650,000 as compared with $2,605, 
000 for August, 1936, a gain of 40.1 
per cent. Other gains reported in- 
cluded Montgomery, Ward & Co., 8.2 
per cent; Schiff Company, 12 per 
cent; and G. C. Murphy Company, 
7.5 per cent. 

Figures for individual companies 
are shown in the accompanying table. 


Commerce Department 
Issues Safety Tips 


Ways manufacturers and dealers 
in devices for the home can capitalize 
on home accident figures are outlined 
in a new bulletin issued by the De- 
partment of Commerce. 

Titled “Accidents and Opportun- 
ity,” the bulletin was prepared by the 
department’s Accident Prevention 


Conference” and details specific con-| 


sumer safety needs. 


Set $31,250 Budget 
For Jacksonville Copy 


The civie committee appointed to 
supervise Jacksonville’s municipal 
advertising project, has approved a 
budget of $31,250 for 1938. 

The funds are to be raised under 
the recent legislative provision em- 
powering Florida municipalities to 
levy half a mill on assessed valua- 
tion of property for advertising pur- 
poses, 
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STION: WHICH RADIO STATION DO YOU 


LISTEN TO MOST ALL ’ROUND THE 


CLOCK ? 


53% OF MINNESOTA RADIO 
LISTENERS PREFER WCCO ALL 
"ROUND THE CLOCK — NEARLY 2 
TO 1 OVER THE SECOND STATION. 


LISTENERS’ preference all ‘round the clock in Minnesota. 


weco 


53.0% 


Station B, Mpls. and St. Paul 28.1% 


Station C, Duluth 


9.7% 


Station D, Mpls. and St. Paul 2.2% 
Station E, Mpls. and St. Paul 1.7% 


A STUDY of the listening habits of Minnesota radio owners based on over 10,000 
questionnaires. A state-wide survey by the Minnesota Congress of Parents and Teachers 
and interpreted by Dr. Kenneth H. Baker of the University of Minnesota, in the 


WCCO — 50,000 Watts, 810 Kil., Nationally Cleared Channel. 
Represented by RADIO SALES: Division of Columbia Broadcasting System. Offices: 
New York, 485 Madison Avenue; Chicago, 410 North Michigan Avenue; Detroit, 
Fisher Building. Los Angeles, 5939 Sunset Boulevard; San Francisco, 601 Russ Building. 


August issue of Psychological Record. WCCO gives you physical coverage and listener 
preference in Minnesota and the Northwest. The only 50,000 watt, clear channel station 
in |the territory, plus the Columbia Network schedule, plus the largest 
schedule of local live talent broadcasts, delivers the Northwest audience. 
Write WCCO for complete details — or your nearest Radio Sales office. 


*Seven months, 
tFour weeks, 
§Thirty-six 
xFour weeks, 
aThirty-six 


ended Aug. °1. 
ended Aug. 28. 
weeks, ended 
ended Sept. 4. 
weeks, ended Sept. 4. 


BUSINESS MEN 
BiG SPENDERS, 
SURVEY REVEALS 


U.S. Releases First Survey 
of Money Expenses 


Washington, D. C., Sept. 16— 
Given the same income, business and 
professional workers and their fami- 
lies will spend money with consider- 
ably more freedom than _ clerical 
workers. This is one of the facts re- 
vealed by a study of consumer pur- 
chases in 33 villages of Georgia, 
North and South Carolina and Mis- 
sissippi by the Bureau of Home Eco- 
nomics, United States Department of 
Commerce. Preliminary figures were 
released today and will be followed 
in rapid succession by others cover- 
ing other areas throughout the coun- 
try. 

White clerical workers in the $2,- 
500-$2,999 income bracket spent an 
average of $2,191, while business and 
professional workers in the same in- 
come class spent $2,333 during the 
1935-36 year. The average excess 
spent by business and professional 
families was thus $142 during the 
year. 

The family table accounted for 
$525 of the expenditures of clerical 
workers of the income type under 
discussion, while the business and 
professional families put $560 into 
food, $35 of the $142 differential be- 
ing accounted for in this way. 


More for Clothing 


The clerical folk are more con- 
cerned with their appearance than 
professional and business men, spend- 
ing $310 for clothing during the year, 
compared with only $282 for the lat- 
ter. The clerical workers’ also 
spent slightly mere, on the average, 
for housing than their business and 
professional friends, the figure for 
the former being $220 and for the 
latter. $218. 

Clerical families spent only $349 
for household operation during the 
year, while business and professional 
families put $358 into this function. 
cutting the differential to $129. The 
clerical families spent $3 more for 
furnishings and equipment than their 
business and professional colleagues, 
the figure being $108 for the former 
and only $105 for the latter, increas- 
ing the differential to $132. 

Operation of an automobile cost 
the clerical folk only $208 during the 
year, while the business and profes- 
sional men spent $228. This sum is 
the “net cost of new automobile and 
expense of maintenance and opera- 
tion after deducting the proportion 
chargeable to business.” 

“Other travel and transportation” 
was almost negligible, costing cler- 
ical families $2 and business and 
professional families $3. The former 
spent $49 for personal care during 
the year, the latter $55. Under this 


‘Figures cover four weeks ended Sept. 


10 and Jan. 30 to Sept. 10. 


Aug. 28. 


AUGUST SALES OF CHAIN STORES 


August, August, % Gain Eight Eight % Gain 
Company 1937 1936 or Loss Months, 1937 Months, 1936 or Loss 
Consolidated Retail Stores....$ 736,565 $ 680,413 + 8.2 $ 5,732.629 $ 5,285,918 +84 
Edison Brothers ...... 1,375,708 +16.1 14,947,254 11,929,380 +25. 
M. H. Fishman.. 340,479 —1.6 2,395,201 2,254,613 +69 
w. fT. Grant.... 6.924.741 —2.1 57,596,980 55,754,338 +23 
H. L. Green..... 2.429.731 —2.6 *17,948,482 *16,.413,686 +94 
& @& Eresse.... 1 11,352,956 —3.0 92,038,634 86,852,310 +59 
S. H. Kress..... 6.952.396 +2.2 51,812,644 50.607,116 $24 
Lane Bryant 942,031 75  .+q« i#4«. é~@~2200080% ; é  .s2exhaews P 
Lerner Stores 2.503.511 +4.5 *22,211,876 *20,477,849 +85 
McCrory Stores 3.009.525 —1.0 24,490.710 23,704,227 +3 
McLellan Stores ; 1.738.420 —3.8 *11,873,171 *11,142,417 +6 
Melville Shoe. . 1,85 11,708,958 +8.7 25,305,704 §22,041,617 +12. 
Montgomery Ward 29,679,028 27,422,133 + 8.2 *233,504,800 *186,785,453 + 25.0 
G. C. Murphy . 8,142,107 2,922,495 + 7.5 25,256,780 21,804,418 +15.8 
Neisner Bros - . 1,659,970 1.583.466 + 4.8 13,556,715 12,547,485 +8) 
J. C. Penney... 19,760,852 19,364,852 + 2.0 155,478,123 143,657,870 +82 
Safeway Stores .x30,409,051 x 28,176,502 + 7.9 a261,604,717 a230,437,236 +13.5 
NE a ee wig ie 883,829 788.813 + 12.0 8,293,789 7,897,136 = 9 
+*Sears, Roebuck & Co 39,937,242 37,047,510 + 7.8 331,585,878 288,344,391 4-150 
WRRIBTOOD once cccces 5,601,762 5,230,528 +7.1 44,113,674 40,676,261 +8 
Western Auto Supply. 3,650,000 2.605.000 + 40.1 23,130,000 14,931,000 +54 
F, W. Woolworth....... 22,794,904 23,186,353 -1.2 181,390,971 179,814,552 +6 


beauty parlor 
toilet 
tions, 


costs, 
articles and 


and those of 
toilet prepara- 


Cost of Medicine, Play 


Medical care cost business and pro- 
fessional families $32 more than cler- 
ical workers, the annual investment 
for the former being $50 and for 
the latter, $18. The clerical folk, on 
the other hand, spent $85 for recrea- 
tion, while the business and profes. 
sional people invested only $81 in 


play. This classification includes 
“paid admissions, equipment, sup- 
plies, fees and licenses for games 
and sports; musical instruments, 
toys, pets, entertaining and _ social 
dues.” 


The clerical families also spent 
considerably more for tobacco than 
the other classes, the figure for the 
former being $45 per year, and fo1 
the latter, $35. Reading cost the 
clerical families $21, the others $24. 
The clerical families also spent more 
on education, $55, compared with $52 
for the business and _ professional 
families. 

Gifts, community welfare and 
taxes took far more of the expendi- 
tures of business and professional 
families than of the clerks’ however, 


the cost for the former being $151 


and for the latter, only $84. The 
final classification, “other items.” 
took $16 of the clerical family’s 


budget, and $31 from the other. 

The survey covers a dozen income 
brackets in each of the two classi- 
fications indicated, and also takes in 
white wage earners in the same com. 
munities. Because of the low an.- 
nual incomes of the latter, few de. 
ductions can be drawn. 


Tabloid Pontus 


Sports Exposition 
Gillette Publishing Company, Chi- 
cago, has published Sports Equip- 
ment News, a tabloid, to tell the 
story of the Sports Equipment Expo- 
sition to be held in Chicago Oct. 31. 
Nov. 2. 
The Morrison Hotel will be head- 
quarters for the show. 


Plans Magazine Drive 

Frankfort Distilleries, Inc., Louis. 
ville, Ky., has announced two maga- 
zine campaigns for its whisky. Bleed 
pages in four colors will be used in 
11 magazines for Four Roses whisky 
and color will be used for Paul Jones 
whisky in eight magazines. Young & 
Rubicam, Inc., New York, will handle 
the campaign. 
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GEORGE F. BOOTH, Publisher 
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[CAPITAL TRENDS 


GIVEN SCRUTINY 
BY PUBLISHERS 


Warner Re-elected President 
of Association 


(Continued from Page 1) 


Mr. McHugh said that the chief 
pattle-ground in the discussion of 
this legislation at the next session 
will continue to be the question of 
jurisdiction in administration, with 
the Food and Drug Bureau of the 
Department of Agriculture and the 
Federal Trade Commission as con- 
tenders for this authority. 

Mr. Fuller commented on the im- 
proved showing of the Post Office De- 
partment in the reduction of its 
operating deficit, and defended the 
present second-class rates on the 
ground that, considered along with 
other activities of the department, 
they provide revenues adequate to 
cover the additional cost of the 
service. 


Predicts Lower Prices 


Guy L. Harrington predicted that 
while book paper prices have been 
rising this year, with several in- 
creases having been made effective, 
prices may be more favorable next 


year as the result of a number of 
_ new mills going into operation. Pres- 


fn 


ent prices have been the result of a 
world shortage of pulp. 
Marvin Pierce, McCall Corporation, 


reporting for the copyright commit- 


én 


tee, said that legislation on this sub- 
ject may be enacted at the next ses- 
sion of Congress. 

William I. Denning, attorney for 
the association at Washington, re- 
ported on the workings of the Robin- 
son-Patman law, and pointed out that 
a number of features of the law still 
remain somewhat in doubt. He em- 
phasized the fact that the position 
of the Federal Trade Commission on 


’ price discrimination is that it is ille- 


' gal if it tends to injure potential as 


well as actual competition. 


Cites Competitive Factors 


“The second contention of com- 
mission’s counsel,” continued Mr. 
Denning, “is that price is one method 


by which business may be attracted 
from one competitor to another, but 
it is not the only way. Inducements 
in the way of quality, service and 
convenience may be as attractive in 
obtaining business as the factor of 
price. When, therefore, a person 
receiving discriminatory prices 
achieves substantial economies, they 
will permit him to do many things 
which will increase his competitive 
eficiency, aside from cutting the 
price of his product, the effect of 
which may well be to attract more 
business than would otherwise be 


———— 


A newspaper 
goes into | 


LIFE SAVING 


299 Boys and Girls 
Taught to SWIM in1937 


Mating Southem Wisconsin Water Safety 
ious—The Janesville Gazette Life 
1g Campaign is an unusual com- 
y service. 


Bg 


Peabo 4,000 Gallon Swim Tank — and 
ross instructor sent to 12 towns for 

‘essons — Organized children’s pa- 
all_ events covered by pictures, 
WCLO daily broadcasts. 


SETTING CLOSE TO GAZE:iE READERS— 
but one of many Gazette projects 
back in 15,000 homes a loyalty 
can dislodge. They spell the dif- 
> between casual and vital reader- 
and work constantly for the adver- 


a 
Tades 


Stor 


eat, 


Mem 
ber FW ‘onsin Markets, Inc., Carpenter Bldg., 
Waukee.—-Ask for market data, 


Janesville, (Wis.) Gazette 
Radio Station WCLO 


possible, thereby causing a loss of 
business to his competitors.” 

George C. Lucas, executive secre- 
tary, emphasized the opposition of 
the association to the enactment of 
state trade-mark registration iaws, 
which have been proposed in a num- 
ber of state legislatures during the 
past year. A joint committee repre- 
senting associations and other inter- 
ests has been formed to combat this 
legislation. 


Ask Aid in Fight 


“There will undoubtedly be efforts 
to revive these bills during the next 
year,” said Mr. Lucas, “and we hope 
to extend the participation of other 
industries in our committee, so that, 
it will not be too burdensome to 
carry on the fight, which is so vital 
to all manufacturers of trade-marked 
goods and the publishers of periodi- 
cals in the protection of their titles 
and their advertising interests.” 

In a review of Washington possi- 
bilities, William L. Daley, secretary 
of the American Publishers’ Confer- 
ence, said that the proposed reor- 
ganization of government depart- 
ments, including the establishment 
of a Department of Public Welfare, 
to represent the consumer, has ad- 
vertising implications. 

“In view of the attacks on adver- 


(Continued on Page 43) 


Classified Copy Wins 
Bride for Centenarian 


Birmingham, Ala., Sept. 16.— 
A new phase of classified col- 
umn newspaper advertising has 
been uncovered here in the re- 
port from Anniston, Ala., that 
J. P. Billingsley, 104-year old 
farmer of Cedartown, Ga., util- 
ized such copy in the Anniston 
Star to win a blushing bride of 
52. 

The report adds that this is 
Billingsley’s third marriage, 
and the second achieved 
through the “classified” route. 


Posner Resumes 


Dr. A. Posner Shoes, Inc., New 
York, is resuming advertising in the 
New York market for the first time 
since 1930. A campaign with dealers 
starts in New York newspapers dur- 
ing September and will continue to 
December. Hirshon-Garfield, Inc., 
New York, is the agency. 


Joins “Transcript” 


Alfred E. Smith, formerly promo- 
tion manager of the Boston Evening 
Transcript, has been appointed to 
the same post with the Boston Her- 
ald-Traveler. 


products even where other forms of 
direct advertising have been permit- 
ted by law. Advertising of spirituous 
liquors on the air has always been 
barred, but this is the first time that 
specific regu!ations have been made 
about beer and wine. 

No spot announcements may be 
used to advertise wine and beer, and 
‘in any case all beer and wine con- 
tinuities must be approved by the 
corporation. 

A general rule in the new regula- 
tions restricts all spot announce- 
ments to two minutes of each broad- 
casting hour. It forbids them be 
tween 7:30 p. m. and 11 p. m. week 
days, except under unusual geograph- 
ical conditions of stations, and keeps 
them entirely off the air on Sunday. 


NEW RULES CUT 
COMMERCIALS IN 
CANADA 10 107% 


(Continued from Page 8) 


properties other than those of gov- 
ernment or other public authorities, 
except that anyone may sponsor a 
program giving quotations of mar- 
Ket prices, provided these are pre- 
sented without comment. 


Rules on Beer, Wine 


Kelly to Kupsick 


Henry Kelly & Sons, Inc., New 
York, has announced appointment of 
J. R. Kupsick Advertising Agency, 
New York. A comprehensive cam- 
paign in metropolitan newspapers 
and class magazines will be launched 
Sept. 21. 


Programs may not advertise wine 
and beer in any province of Canada 
where the provincial law prohibits 
the direct advertisement of wine and 
beer, nor in any other province un- 
less immediately prior to coming into 
force of these regulations wine and 
beer have, in fact, been directly ad- 
vertised in such province through the 
facilities of radio. 


Effect of this provision will be to 
restrict beer and wine advertising to 
broadcasting stations in Quebec, as 
outside of that province there has 
been no radio advertising of these 


Roxy to Gussow, Kahn 


Roxy Clothes Corporation, retail 
men’s clothing stores’ established 
throughout the East, has appointed 
sussow, Kahn & Co., Inc., New York, 
to handle a newspaper and radio 
campaign. 


One of the 200,000 Scribner's Selective 
Distribution families receiving its com- 
plimentary copy of the magazine—by W. U. Messenger 


Yo Why 600,000 Rectal Copies? 


Because there are about 350,000 families in 
the United States with incomes of $10,000 and 
up, and SCRIBNER’S is out to cover ’em all. 

Our growth in net paid is proof to us that 
our new kind of class magazine editorial appeal 
is right, but we know that editorial effectiveness 
is not enough. Circulation promotion is equally 
important. And certainly, for complete upper 
bracket coverage, the conventional circulation 
promoting devices have been found inadequate. 

Selective Distribution 


is SCRIBNER’S 


COMPLETE COVERAGE 


new circulation promotion method, whereby 
America’s 200,000 top-income families receive 
in the course of a year, three complimentary 
copies of our magazine delivered by Western 
Union messenger. 

This new way of adding paid circulation in 
the top brackets exclusively not only beats the 
old mail canvassing and ‘‘college boy” sub- 
scription crew methods all hollow, but also 
makes possible for the first time in magazine 
history: 


OF THE CLASS MARKET 
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*New York American discontinued June 24, 1937. ONTREAL 
**Brooklyn Times-Union discontinued June 8, 1937. INNIPEG 
e e *Journal and Sunday American discontinued June 8, 1937 DON, Eng 
‘ {Daily Ledger discontinued June 23, 1937. 
IC igan S econ 8Strikes affecting department store lineage 


Largest Market is Yours 
in the Grand Rapids Press 


for economical coverage 


market, 


outstanding—with a city 


proximately only one percent less than the 


number of homes. 
market 
forthcoming advertising plans. 
call I. A. Klein, 
York, or John E. 


Avenue, Chicago 


Lutz, 


of 
the Grand Rapids Press is truly 


net paid of ap- 


Include this important 


and this well-known paper 


50 East 42nd Street, 
435 North Michigan 


THE OTHER 
Booth, Michigan 
NEWSPAPERS ARE: 


Flint Journal 


a major 


Muskegon 
Chronicle 
in your Jackson Citizen 
aes Patriot 
Write or Kalamazoo 
New Gazette 


Saginaw News 
Bay City Times 
Ann Arbor News 


GREAT MARKETS 


GREAT NEWSPAPERS. 


Increases Schedule 

Healthaids. Inc., New York, wil 
continue its three one-half hour per 
week radio programs for Seruntan 
in New York, Philadelphia, and New 
England. Radio stations in Chicag« 
and Pittsburgh were added Sept. 14 
In addition, spot radio programs are 
being used as well as newspaper and 
car card advertising. Raymond Spec- 
tor is merchandising counsel and 
Franklin Bruck Advertising Cor 
poration, New York, is the agency. 


Oldetyme Names Gordon 


Oldetyme Distillers, Ine., New 
York, has appointed Louis J. Gordon 
| supervisor of metropolitan sales ac 
| tivities. He was formerly with Olde. 


|tyme’s New England division, and 
| takes over the post vacated by Si 
| Moskowitz, rengnen. 


New WMAS pyres 


Station WMAS, Springfield, 
has moved 
larger 
A new 
|ter 


Mass., 
its offices and studios to 
quarters in the Hotel Charles. 
antennae tower and transmit- 
house are under construction. 


5 ART DIRECTORS 


Maybe it's not as good as a new right 
arm—but still it's worth shouting about! 
We mean the ATLASTAT—that new 
and better kind of photestat that's scoring a hit with ad men every- 
where! For this new ATLAS creation does what even the best of 
ordinary photostats can't do, yet costs but a few 
pennies more. Records ALL tone values! It's got 
so much more snap it stands out in layouts like 
real photographs. Call or write today for com- 
parative samples. 


ONLY ATLAS MAKES ATLASTATS| 


ATLAS PHOTO COPY CO., General Offices, 225 No. Michigan Ave. 
4 Chicago Locations @ All Phones FRAnklin 3470 


-adateatialehll 


coop = 
PHOTOSTATS 
QUICK 


FRANKLIN 341° 
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IRAVURE RISE 
IN MAGAZINES 
TOLD BY BECK 


Process Gives Answer to 
Speed, Economy Problems 


New York, Sept. 16.—With the me- 
chanical perfection of color gravure 
, reality and production economies 
inherent in the process recognized by 
publishers, advertisers can look for- 
ward to gravure printing in national 
magazines as the reproduction tech- 
nique of tomorrow and the logical 
bridge between constantly rising 
operating costs and the need for eco- 
nomical advertising rates, Thomas H. 
Beck, president The Crowell Publish- 
ing Company, told ADVERTISING AGE 
today. 

Reviewing the background and de 


bo Ge & O co 


ee) 


on elopment of major printing proc- 
947 esses, Mr. Beck pointed out that gra- 
+4.6 Byure alone has, in recent years, en- 
—122 Bjoyed basic refinements that have 
to made it adaptable to the gruelling 
__9 frequirements of modern high-speed, 
+10.5 fgood quality, volume magazine pro- 
— 8.7 fduction. He emphasized particularly 
+7.6 Ithe perfection of the closed ink foun- 
ta ain in gravure printing which now 
442.9$permits hitherto unattainable press 
$5.1 fepeeds, limited only by the ability of 


+1219 resent-day folding equipment to 
soc eep pace with the rapidity of the 
ts 4 press. 


“In our Springfield plant we oper- 
te 131 modern, efficient magazine 
‘Presses for letterpress production 
-|Which are engaged for three eight- 
Dour shifts five days a week in turn- 
Meg out the four Crowell magazines,” 

e said. “Sixteen up-to-date gravure 
esses, several of which are already 

operation, can handle the same 
plume of production and maintain 
he same schedules we follow today. 


Stresses Speed Elements 


‘108 “Printing plant management ex- 
\ Berts have long held that printing ef- 

‘iency hinges on pressroom opera- 
fons. Our dependable and efficient 
ve ietterpress units can turn out 32-page 
+9i}f—rms at about 4,000 an hour, while 


—?1 aur closed-fountain equipped gravure 
_— fresses 


I can easily handle 15,000 
,peorms of the same size each hour. 
_.97ffhe overhead and labor economies 
esulting from gravure operation are 
Sbvious. Still another economy fac- 
br to be considered is the infinite 
ariety and quality of paper stocks to 
hich gravure is adapted without 
ither mechanical difficulty or ap- 
farance drawbacks. 

| “Scientific color control is one of 
te major elements contributing to 


GRAVURE EMPHASIS 


Crowell Publishin 


Thomas 
Company president, cites progress 


H. Beck, 


gravure and its future. 


the attractiveness of today’s gravure 
printing. Even graphic arts experts 
are misled when they are asked to 
judge the comparative values of a 
fine color gravure illustration with 
a fine letterpress reproduction. Gra- 
vure possesses a distinctive softness, 
a clarity of detail accentuated in fine 
screen halftone work and a flexibility 
that makes it adaptable to any repro- 
duction requirement that other proc- 
esses may find difficult to handle. 

“Two of the most important new- 
comers to the national magazine 
field, Life and Look, have recognized, 
from their inception, the trend 
toward gravure and its unique value 
for fine pictorial presentation. Life 
uses both gravure and letterpress, 
while Look is a 100 per cent gravure 
job.” 

Gravure Copy Increases 


The Crowell Publishing Company, 
Mr. Beck stated, has been actively 
engaged in gravure experimentation 
during the past few years. Both The 
Country Home and Collier’s used 
small editorial forms produced by 
gravure before making the process 
available to advertisers. Following 
acquisition of the closed fountain 
patents, The Country Home began to 
offer advertisers the choice of either 
letterpress or gravure. Last year, 
commencing with March, a total of 
12 gravure advertising pages were 
carried, compared with about 42 for 
1937 to date, a rise of more than 300 
per cent. The magazine now carries 
a 32-page form each issue, made up 
of both advertising and _ editorial 
pages. Sometime early in 1938 the 
entire magazine will be produced by 
gravure and a special rate card will 
be issued differentiating between let- 
terpress and gravure rates. 

Typical of the rate economies that 
gravure can make available to adver. 
tisers, Mr. Beck pointed out, is the 
inducement already being offered on 
The Country Home. By inserting 
copy in a gravure form, an adver- 
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GIBBONS KNOWS CANADA 


| J. J. GIBBONS LIMITED - ADVERTISING AGENTS 


REGINA 
CALGARY 
EOMONTON 
VANCOUVER 


set up displays. 


THREE THOUSAND DRUG STORES! 
FOUR THOUSAND GROCERS! 
ONE MILLION HOMES! 
And We Contact All of Them 
WE DELIVER SAMPLES, Booklets and Circulars 


to the homes, by uniformed carriers, and we 
contact the dealers—solicit co-operation and 


THERE ARE A MILLION HOMES 


in the Chicago area where samples are welcome and 
where a direct message is given attention. 


CHICAGO CIRCULAR 
ADVERTISING SERVICE 


INCORPORATED 
417 So. Green St. 


Established 1909—Incorporated 1918 


Chicago 


tiser can save $750 per four-color 
page as compared with the regular 
letterpress rate. To this must be 
added the cost of color plates, which 
are eliminated in gravure, and which 
amount to about $300 for The Coun- 
try Home page. Thus, a total saving 
of $1,050 per page, about 25 per cent, 
is realized. 

Mr. Beck indicated that Collier’s, 
Woman's Home Companion and The 
American Magazine can be expected 
to increase their gravure content as 
time goes on. Gravure advertising 
was first accepted in Collier’s last 
March and through August a total of 
23 advertising pages were carried in 
gravure form. 


Stage Camera Contest 


Chicago Lighting Institute has an- 
nounced a contest for amateur cam- 
era and motion picture photograph- 
ers, to run until Oct. 28. Pictures 
submitted must have been taken 
under artificial light, and entrants 
must be living or working within 50 
miles from Chicago. Headquarters 
are at 20 N. Wacker drive. 


WOR Advances Hayes 


John Hayes, WOR announcer, has 
been appointed assistant production 
manager. He was formerly a mem- 
ber of the announcing staff of WIP, 
Philadelphia, and also served as pro- 
gram director. 


CAPITAL TRENDS 
GIVEN SCRUTINY 
BY PUBLISHERS 


(Continued from Page 41) 


tising from government sources, 
augmented by self-styled spokesmen 
for the consumer on the outside,” he 
said, “the implications of this pro- 
posal are evident.” 

Among guests at the convention 
were representatives of a large num- 
ber of other associations, including 
P. L. Thomson, president, and O. C. 
Harn, managing director, ABC; 
John Benson, president of the 4 A’s; 
Paul West, president, Association of 
National Advertisers; E. H. Ahrens, 
president, and Judd Payne, vice-presi- 
dent, Associated Business Papers, 
Inc., and Will W. Loomis, president, 
National Editorial Association. 

In his talk, Mr. Loomis said that 
co-operative efforts to present the 
correct function and economic ad- 
vantages of advertising to the public 
should be undertaken to counteract 
the attacks now being made upon it, 


especially by academic authorities 
and representatives of the consumer. 
President Warner assured him that 
work of this kind is to be under- 
taken. 

Golf prizes were won by Phillips 
Wyman, McCall’s; M. C. Robbins, Jr., 
Advertising ¢ Selling; F. E. Ware, 
National Publishers’ Association; 
H. L. Vonderlieth, Financial World; 
R. B. Luchars, Machinery; William 
J. Rooke, W. R. C. Smith Publishing 
Company; J. A. Welch and John §S. 
Brehm, Crowell; P. E. Ward, Farm 
Journal; Arthur Patton, The Rud- 
der; Merle Thorpe, Nation’s Busi- 
ness; Mason Britton, McGraw-Hill; 
L. D. Fernald, Farm Journal; L. F. 
Hurley, Nation’s Business; W. B. 
Warner, McCall's, and G. C. Lucas, 
National Publishers’ Association. 
Conway Bolstad, Fawcett Publica- 
tions, won the guest prize. 

A hard-fought horse-shoe tourna- 
ment was won by Harlan Logan, of 
Scribner’s, with M. A. Williamson, 
of McGraw-Hill, as runner-up. Mr. 
Logan also won the tennis tourna- 
ment. 


Boice to Transamerican 

Hugh Boice, Jr., has joined Trans- 
american Broadcasting and Television 
Corporation, New York, as an ac- 
count executive. He was formerly 
national sales director for Station 
WNEW, New York. 


ANNOUNCES A RATE CHANGE EFFECTIVE 
WITH THE JANUARY 1938 ISSUE AS FOLLOWS: | 


* Black and white pages.... ...$500 
* Inserts and inside covers, 


4 colors. . 


* Back cover, 4 colors 


* Per agateline... 


No extra charge for bleed pages 
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MOST QUOTED PERIODICAL IN AMERIC 
Boston’ - New York » Chicago » Los Angeles» San Francisco 


@ Thirty additional pages of 


text beginning with this issue. 


@ Every full page general adver- 
tisement on a right-hand page 


opposite reading matter. 


@ Every half or quarter page 
general advertisement next to 


or opposite reading matter. 
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FEMININE EXPERT ATTENDS FAA MEET 


Miss Opal Sweazea, Mississippi Valley Trust Co., St. Louis, indulges in shop talk 
with L. E. Northrop and Guy W. Cooke, First National Bank, Chicago and (second 
from left) Allison Waugh, Zell Products Corporation, New York. 


FAA 10 TELL OF 
CONTRIBUTIONS 
TO WELL-BEING 


(Continued from Page 1) 


retired as president, being  suc- 
ceeded by William H. Neal, Wa- 
chovia Bank & Trust Company, 
Winston-Salem, N. C. George O. 


Everett, First Citizens Bank & Trust 
Company, Utica, N. Y., was named 
first vice-president; Stephen H. Fi- 
field, Barnett National Bank, Jack- 
sonville, Fla., second vice-president, 
and Henry C. Ochs, Winters Na- 
tional Bank & Trust Company, Day- 
ton, O., third vice-president; Fred 
W. Mathison, National Security 
Bank, Chicago, was re-elected treas- 
urer; and Preston E. Reed, re- 
elected executive vice-president with 
headquarters in Chicago. 

In a two-fisted message hailing 
the determination of banking and 
finance to wage a war “against pub- 
lic ignorance,” William A. Thomson, 
director, Bureau of Advertising, 
American Newspaper Publishers As- 
sociation, delved into the technical 
procedure that must be developed in 


order to carry out the objectives 
previously outlined to the association 
by Mr. Kiphart, who discussed the 
underlying factors that have con- 
tributed to the need for a construc- 
tive public relations program. De- 
tails of both addresses will be found 
elsewhere in this issue. 

The 300-odd members present cre- 
ated somewhat of a precedent for 
business conventions by starting off 
each of the four days spent here in 
attendance at a condensed educa- 
tional course entitled, “Molding Pub- 
lic Opinion,” conducted by Dr. H. W. 
Hepner, Syracuse University. From 
nine to ten each morning the bank 
advertising men found themselves in 
a college classroom facing an exposi- 
tion of fundamental psychological 
principles on which a public rela- 
tions program is usually based. 


Challenge to Advertising 


The difficulty of employing con- 
ventional advertising media in pro- 
moting the business of investment 
bankers was emphasized by Ben- 
jamin J. Buttenweiser, partner, 
Kuhn, Loeb & Co., New York. Al- 
though admitting the potency of 
advertising in selling merchandise, 
Mr. Buttenweiser asserted that the 
cornerstone of any investment bank- 
er’s business is a reputation for serv- 
ing the investment public honestly 
and intelligently over a long period. 


yE> 


ON 


DEPARTMENT STORES/ 


Advertisers are offered by the Dry Goods ECONOMIST, the 
DEPARTMENT STORE MAGAZINE, 129°, more advertising support 
editorially than is offered by its nearest contemporary. 


By distribution this advertising support parallels to a 67.78°/,—64.67°%, 
proportion the greatest retail sales in the United States as is com- 
piled from the leading Class A States. For coverage of your market 


in the 17 Class B States, the Dry 


matches retail sales by a 22.64°/,—25.85°/, proportion. 


Class C States, distribution of the 
retail sales 9.58°/,—9.56%,. 


Goods ECONOMIST circulation 
In the 19 
Dry Goods ECONOMIST equals 


Your advertising in the Dry Goods ECONOMIST besides enjoying 
the greatest reader interest and editorial preference as has been 
proved by the scientific survey of the Psychological Corporation, 
parallels in sales producing proportion the greatest retail sales volume 


in the United States. 


Send your advertising message to your source of greatest sales. 


Get 


results by advertising in the Dry Goods ECONOMIST. 


dry goods 


ECONOM IST 


The Department Store Magazine 


239 WEST 39TH STREET 


NEW YORK, N. Y. 


A Chilton ® Publication 


“Help Wanted,” 
“Representatives Available,” 
cash with order. 


$4.75 per inch. 
insertions. 


“Positions Wanted,” 
30 cents a line, minimum charge $1. 


All other classifications (single insertion rates): 
Write for descrintive folder describing discounts for term 


The rates for this department are as follows: 


“Representatives Wanted,” and 
Terms 


\% in., $2.75; 1 to 3 in.. 


HELP WANTED 


REPRESENTATIVES AVAILABLE 


Agency account executive by fast 
growing agency in middle west. Un- 
limited opportunity for man _ with 
proved ability seeking permanent 
connection. Must be able to handle 
own production. Liberal compensa- 
tion basis. Give full details, age, 
education, experience, types of ac- 
counts handled. 

Box 1227, ADVERTISING AGE, Chgo. 


POSITIONS WANTED 
Advertising and Sales Promotion 
Manager. Ideas that click. Originate 
sales and advertising campaigns, 
Wide Dealer Promotion § experience. 
Make layouts and write copy for 
magazines, newspapers, folders, book- 
lets, broadsides. Specialist on direct 
mail and mail order. Sales analysis 
and research; 17 years experience na- 
tional organizations. Availabie Oct. 1. 
Box 1226, ADVERTISING AGE, Chgo. 
Young man, 20, one year college. 
Eager for any opportunity in adver- 
tisineg. Capable, wideawake, inter- 
ested in advertising work. References 
upon request. Inquire today at 
Box 1229, ADVERTISING AGE, N. Y. 


Copywriter, account executive, with 
wide experience, | ~falaaaaay ability, 
seeks good connectio 

Box 1210, ADVERTISING AGE, Chgo. 


Cartoons and Figure Illustration 
SKYLER VANTZ 
1 West Superior St., Chicago 


Capable man, advertising and selling, 
desires connection as Pacific North- 
west representative 

Box 1228, ADV ERTISING AGE, Chgo. 


LETTERHEADS 


YOUR LETTERHEAD—Pencil sketch, 
artist’s idea, $1.00 up. Send data for 
particulars. Give your printer or en- 


graver'’s draftsman something to 
shoot at! Harper Illustrating Syn- 
dicate, Columbus, Ohio. 


MISCELLANEOUS 

SENSIBLE ECONOMY!! 
Use the Photo-Offset process to re- 
produce all sorts of PICTORIAL ad- 
vertising literature, promotional ma- 
terial, diagrams, maps, newspaper 
clippings, ete., etc. Typesetting and 
cuts eliminated! 

300 COPIES (size 8%x11”) $2.50 
Additional hundred copies only 25c 
Any size can be furnished. 

Sven lower prices on quantity orders, 
Send for samples. 

Laurel Process, 480 Canal St., N. Y. 


PHOTO POST CARDS 
SEND FOR FREE SAMPLES OF OUR 
NEW PHOTO AD-CARD. A new and 
novel idea in selling that brings re- 
sults. Don’t overlook this opportunity 
for additional profits. Write today. 
GRAPHIC ARTS PHOTO SERVICE 
3rd & Market Sts., Hamilton, Ohio 


This attribute, he said, “can be but 
slowly proved to the investing pub- 
lic and no amount of advertising can 
demonstrate these qualities nearly 
so forcefully, if at all, as the actual 
empiric test which the public makes 
of investment bankers. 

“Investment bankers can have no 
show windows,” he went on, “and, 
except to a very limited degree, can- 
not advertise along the lines that 
popularize so-called nationally adver- 
tised products. To be sure, invest- 
ment bankers can and do advertise 
individual issues which from time 
to time they may have available to 
the public. But except in isolated 
cases—and these were almost al- 
ways fraught with failure—no sub- 
stantial effort has ever been made 
by investment bankers worthy of 
the name to coin a slogan or under- 
take an advertising campaign hav- 
ing for its purpose the popularizing 
of the name of the company or the se- 
curities which it desires to sell and 
which would be comparable to the 
endeavor of commercial advertisers 
to keep before the public the name 
of their ‘company and its products. 

“Can it be mere chance that prac- 
tically no such efforts have been 
made in the investment banking field 
or that such few endeavors as were 
made along this line have failed dis- 
mally? Mature thought, I think, will 
demonstrate that this has not been 
due to chance, but rather to the very 
nature of the investment banking 
business.” 


How to Win Recognition 


In his address, “Equipping Our- 
selves for the Job,”’ Ray A. Ilg, vice- 


president, National Shawmut Bank 
of Boston, declared that the lack of 
recognition frequently accorded pub- 
lic relations executives in banks may 
be due either to the fact that such 
men have not prepared themselves 
sufficiently for their work or have 
not offered proof of that preparation 
in an efficient and result-producing 
manner. He added, however, that 
bank presidents are rapidly coming 
to believe that public relations jobs 
are assignments calling for real ex- 
ecutive ability. 

Because public relations work in 
banking covers all phases of the 
business, Mr. Ilg pointed out, a well 
rounded knowledge of banking 
should be one of the first requisites 
of the public relations executive. He 
cautioned his listeners against con- 
struing the job simply as one of 


o.k.’ing proofs, issuing folders, and 


Radio Music 
Cost Raised 
$ 1,500,000 


(Continued from Page 1) 


It was reported that NAB directors 
have named a committee to cull the 
list of possible candidates for such 
a post. 

The motivating factor in the “czar” 
question is said to be the probability 
that the Federal Communications 
Commission will soon exert more 
stringent control over the industry 
than in the past. Among other is- 
sues which the FCC may bring to 
bear on the industry are those of fix- 
ing a definite yardstick for measur- 
ing the verity of station sales figures, 
and a more comprehensive study of 
license applicants. 


Four A’s Offers Aid 


Reports indicate that a majority of 
the stations represented at the con- 
clave favored the naming of a “czar.” 
Arguing against such a move, others 
asserted that this would indicate a 
feeling that someone was needed to 
“front” for it. The majority, how 
ever, pointed out that there had been 
no reaction of that type in the ap- 
pointment of “czars” for motion pic- 
tures or baseball. 

The convention call issued by the 
NAB was sent to all radio stations, 
whether or not they are association 
members. 

Statistics as to the number of mu- 
sicians employed by advertising agen- 
cies and the amount of money spent 
on their employ, now being gathered 
by the American Association of Ad- 
vertising Agencies, will be supplied 
to the principals involved in the still 
raging controversy between’ the 
American Federation of Musicians 
and the various factors of the radic 
industry over the problem of re-em- 
ployment of musicians, John Benson, 


president of the Four A’s said today. 


contacting the advertising agency. 
Such a concept of public relations, 
he said, must inevitably contribute 
to the relegation of the department 
to a minor position in the bank’s 
affairs. He recommended careful 
budgeting of advertising expendi- 
tures on a yearly basis, with a defi- 
nite provision for a review of the 
program every six months. 


Opportunity for the use of the data j 
afforded by the second postponemey 
of the original strike deadline set » 
the AFM, which first threatene 
strike action if no agreement w 
reached by Aug. 15, then put off th 
date to today, and now has indica 

willingness to wait until Oct. 1 , 
even longer. 

Mr. Benson said that although ty 
Four A’s is not scheduled to confe 
with the AFM, it would be willing 
enter conversations should the stat 
tics it is now preparing lead to sy¢ 
an invitation. 
Weber of the AFM has maintain 
that agencies are not employers 
musicians and have no voice in 
conference concerning their emp} 
ment. 


Strike Unlikely: Weber 


Mr. Weber told ADVERTISING 
today that conversations with In 
pendent Radio Network Affiliates, 
resenting about 200 independent 
tions which have chain affiliatig 
have been “harmonious,” and that 
is still confident a strike can be ay 
ted. Thus far it has been agreed t 
IRNA will spend $1,500,000 to he 
put more musicians to work, but g 
cific contractual relations betw 
AFM and IRNA have not yet 
arranged. The IRNA money does p 
include independent unaffiliated gs 
tions, which still constitute a probl 
for AFM. Mr. Weber said today t 
AFM would be glad to have the 
affliated stations make individ 
arrangements according to local 
ditions, provided the agreeme 
would not conflict with AFM’s af 
for the industry as a whole. Sen 
ment among broadcasters has 
that the entire problem is a local @ 
and that each station should d 
with local unions regardless of 
tional policy. 

Chief concern of the Four A’s 
all agencies handling radio busin 
is the probability of rate increas 
should stations and networks 
obliged to spend additional money ff 
more musicians. 


THE ONLY 
«RUE 


EVE, 
estat 


(Patent Applied For) 


yy furnish a plain straight 
type proof or regular 
straight lettering—we curve it 
to any arc with CORRECT 
DISTORTION—with optically 
correct increase of weight at 
the inner circumference—with- 
out retouching or cutting 
apart. Your glossy _ ‘stat 
comes ready to reproduce. 


This is one of a dozen new 
Rapid tricks. Rapid also offers 
bas-relief ‘stat effects that 
save labor, and give new Zip 
to anything that's ‘stat-ed. 
Why buy ordinary ‘stats when 
Rapid's cost no more? 


RAPID 


COPY SERVICE CO. 


6 BRANCHES: NEW YORK, 415 Lexing” 

ton, 444 Madison, VAnderbiit 3-36 

CLEVELAND, Ninth — Chester Bide 

MAin 9335 @ CHICAGO, 110 So. De" 

bern, 228 No. La Salle, 360 No. Michic#” 
Ave., STAte 5977. 
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FINANCIAL ADVERTISERS AS SEEN BY CAMERAMAN AT BIG SYRACUSE CONVENTION 
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President Tom Kiphart. Center, F. W. 
; Parker, First Trust & Deposit Co., Syracuse, 


“Woper left, H. A. Lyon, Lyon & Sturgess, | tells the convention of entertainment plans. 
ew York, and Dr. Harold Stonier, Ameri-| Right, Three-wheel horses talk it over. They 
an Institute of Banking, chat with retiring | are C. D. Ames, Maryland Trust Co., Bal- 
timore, Guy W. Cooke, 
Bank, Chicago, and W. R. Herlihy, State 


First National 


Street Trust Co., Boston. Lower left, 
Jacob Kushner, U. S. Trust Co., Paterson, 
relaxes with a couple of boys from across 
the street—Gerald W. Wickland, Wells 
Fargo Bank & Union Trust Co., San Fran- 
cisco, and Dudley L. Parsons, New York 
Trust Co., New York. Center, Charles H. 
Maltby, Lincoln National Bank & Trust 


ABREAST OF THE TIMES 


’ is this attractive window display, lithographed in full color, 


constructed in three planes. 


In the new Streamlined Bottle -Medern ad Aeiation 


The right kind of 
point-of-sale displays, 
with necessary thought 
given to name-punch, 
product reproduction, 
and human interest, 
will help build sales. 
Give us the opportunity. 
We can create effective 


dealer helps for you. 


CONSULT US FOR FUR. 
THER INFORMATION 


Holder to Go 
to London Post 
for Big Agency 


New York, Sept. 17.—Americaniza- 
tion of European copy will be one of 
the assignments undertaken by Paul 
Holder, whose appointment as crea- 
tive head of the London, Paris and 
Frankfort offices of H. K. McCann 
Company, Ltd., was announced today 
by McCann-Erickson, Inc. 

Mr. Holder recently resigned as art 
director of the Chicago branch of Mc- 
Cann-Erickson, his transfer to wider 
fields following. 

Mr. Holder, who is 36 years oid, 
will make his headquarters in Lon- 
don, but will make frequent trips to 
the continent to contact the French 
and German offices, as well as clients. 
He will sail Sept. 23 on the S. S. 
Washington, accompanied by Mrs. 
Holder. 


Manhattan Starts Test 

After using radio advertising ex- 
clusively for more than a year, Man- 
hattan Soap Company, New York, has 
launched a test campaign for Sweet- 
heart soap in Eastern cities featuring 
an offer of an additional cake of 
soap for one cent with the purchase 
of three cakes. Peck Advertising 
Agency, New York, handles the ac- 
count. 


Becomes Librarian 
Seaman-Patrick Paper Company, 
Detroit, Mich., has placed Estelle M. 
McGibbon in charge of its “Library 
of a Thousand Ideas.” She was for- 
merly assistant space buyer of D. P. 
Brother & Co., Detroit. 


Kingston in New Post 

H. Kingston, formerly in the adver- 
tising department, Marshall Field & 
Co., Chicago, has joined Morris & 
Davidson, Advertising, Chicago. 


Co., Syracuse, shakes the hand of Preston| land, Third National Bank & Trust Co., 
Reed, FAA headquarters expert. Right, | Dayton; Henry C. Ochs, Winters National 
a sociable group is made up of George O.| Bank & Trust Co., Dayton, and H. P. Klein, 
Everett and Graham Coventry, First Citi-| lowa-Des Moines National Bank & Trust 
zens Bank & Trust Co., Utica; C. R. Suther- Company. 
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* Crossroads Counselor 
* KTAT Tabloid 

* Trading Post 

*& Sweetheart Serenade 


A letter addressed to us, 
or to FREE & PETERS, Na- 


tional Representatives, will 


* Country Store 

* Sports Oddities 

* Home Makers, Ltd. 
* Liars Club 

* The Life Program 


bring you complete details 
about these "‘live'’ pro- 


grams—Investigate NOW. 
Affiliated with the Mutual Broadcasting System 


TARRANT 
BROADCASTING CO. 


Studios and Offices in the 
Hotel Texas 
FORT WORTH, TEXAS 
mrp 


1000 WATTS . . . FULL TIME 


IA 


New York Detroit Chicago 
San Francisco Los Angeles Atlanta 


SAM H. BENNETT 
General Manager 


National Representatives: 


FREE & PETERS, Inc. 
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Sars come faster and in greater volume when 
you capitalize the swing in buying habits. 

During the first eight months of 1937, general adver- 
tisers bought 2,686,751 lines of space in the Chicago 
Tribune. This was 1,105,623 more lines than they 
placed in any other Chicago newspaper. 

During the past five years they increased the 
Tribune’s lead over the next Chicago newspaper from 
21.8% to 69.9%. 

Why? Simply because through this newspaper they 
are able to sell more merchandise to more people. 

The Tribune’s ability as an advertising medium 
rests firmly on its position as a news publication. The 
Tribune’s style of reporting the news in full appeals to 
Chicago. Its vigorous editorial policy—independent in 
everything, neutral in nothing—compels attention. Its 
feature departments, its famous line-up of cartoons 
and comics, its convenient format and excellent print- 
ing all contribute to make the Tribune the best read 


newspaper in this market. 


Chicago Tribune Lead in 
General advertising over 
2nd Chicago newspaper— 
1st 8 mos., 1933 to 1937 


Ist 8 mos. 
1936 


Ist 8 mos. 
1935 


Ist 8 mos. 
-. 1933 


1st 8 mos. 
1934 


GENERAL ADVERTISING LINAGE IN CHICAGO NEWSPAPERS 
Volume in lines—1st 8 mos., 1933 to 1937 | 
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1933 . : 
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TRIBUNE 


1,925,000 | 


1,650,000 | : 


ee ee 


1,100,000 


| 825,000 


550,000 


275,000 


1934 1935 1936 1937 


The Tribune today is the one Chicago newspaper which is read 
by a majority of all the families in metropolitan Chicago. It 
reaches practically as many families in Chicago and suburbs 
as any two other Chicago newspapers combined. To sell more 
in Chicago, place more of your advertising in the Tribune. 


Chicago Tribune 


THE WORLD'S GREATEST NEWSPAPER 


_ TOTAL DAILY CIRCULATION IN EXCESS OF 800,000 — 
_ TOTAL SUNDAY CIRCULATION IN EXCESS OF 1,000,000 © 
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PHOTOGRAPHIC i 
REVIEW OF 
THE WEEK 


GROUP AT FINANCIAL ADVERTISERS MEE 
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BRASS COMES TO LIFE IN CRANE TRAVELING DISPLAY 


Gaining novel seasonal appeal, Crane Company, Chicago, has developed this realistic traveling —y 
with the two teams made from stock brass fittings. iy tour will wind up on the coast with the Pasadena 
Rose Bowl Game. 


PLEASANT WEATHER BRINGS PUBLISHERS TO OUTDOORS Corporation, New York, fank George O. Everet, Firs Citizen Bonk & Tras! Co- 
ilieiass ieiiiaiiiaieneies ia leas ' Utica, and George Wilshire, First National Bank & Trust Co., New Haven. 


PERS Res ER res eae is Re he 


PUBLISHERS FLOCK TO GOLF LINKS 


Pleasant scenes from convention of National Publishers Association. Top, left 
to right, Conway Bolstad, Fawcett Publications; L. D. Fernald and P. E. Ward, 
Farm Journal, and W. W. Loomis, National Editorial Association, demonstrate 


Four of the foursomes which beguiled the hours at the N. P. A. convention at Shawnee-on-Hudson. At prowess. |Next to top foursome includes R. B. Luchars, Machinery; Mason Britton, 


; : : ; ‘ McGraw-Hill: Phil T , West ie Co., Si 
‘op, pursuing their favorite sport are A. L. Cole, Popular Science Monthly; W. H. Eaton, American jae,” te he ces M is i | yay ewe ¢ 7 nae 
ome; Paul West, A. N. A., and Phillips Wyman, McCall. Next, R. H. Bachman, Hearst Magazines; Robbins, Jr., Advertising & Selling; Glenn Griswold, Business Week, and W. J. 


F. Hurley and Merle —— Nation's Business; James Barton, American Legion Magazine. The next Rooke, W. R. C. Smith Publishing Co. Under them are H. L. Vonderlieth, 


‘ursome comprises J. A. Welch, Crowell; Arthur S. Moore, Hearst; John S. Brohm, Crowell; L. J. Financial World; W. L. Daley, American Publishers’ Conference; Louis Guenther, 


McCarthy, Hearst. At the bottom are W. S. Robinson, Wm. B. Warner, and Marvin Pierce, of McCall, pcan yo Rati Hwa Py ow / Bagg oe yg a ks Meee 


the second named being N. P. A. president, and R. E. Coulson. Brewster, Saturday Review of Literature and Joseph Chamberlain, Scribner's. 
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